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Bradford. Walter L., M.S.. May 1995 Recreation Management
Segmenting Bald Eagle Viewers Preferences and Attitudes:
An Exploratory Study (131 pp.)
Director: Stephen P. McCool
Integral to managing an outdoor resource, managers are charged with: providing the 
visitor a quality experience, protecting the resource and ensuring the visitor's safety. But. 
who are these visitors, what is their understanding of resource restrictions and what is 
expected from the on-site experience? A segmentation study of the visitors based upon 
their recreation benefits sought, yielded answers to the above questions. The results 
suggest four different visitor types viewing bald eagles during the 1992 eagle migration 
concentration at Riverside Viewing Area. These viewers differed in their understanding 
o f eagle protection, in their knowledge about the eagle and kokanee resources, in their 
animal attitudes toward bald eagles, their spending habits and demographically.
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Chapter 1 
INTRODUCTION
Problem Definition
The bald eagle represents an American ideal. The Continental Congress adopted 
this bird of prey as the symbol o f a new nation. And for most, viewing a bald eagle in 
nature is an exhilarating experience.
In colonial times, hundreds o f thousands of bald eagles soared in the skies.
Today, the number o f eagles has dramatically declined. In the 1960's, possibly as few as 
thirty-seven hundred bald eagles remained (Gorden, 1991).
Protection for the bald eagle falls principally under two acts. Formal protection 
began with the 1940 Bald Eagle Protection Act (U. S. Congress, 1940). This act provided 
for fines up to $10,000 and two years in prison for harming bald eagles. In 1973, passage 
o f the Endangered Species Act increased penalties for the molestation of eagles. This act 
also required managers o f federal habitat to prepare recovery plans for listed species o f 
animals and plants (U. S. Congress, 1973). Other federal and state laws have mandated 
bald eagle nesting and roosting habitats be managed and maintained to the point of 
recovery (Gorden, 1991).
For many years, migrating concentrations o f eagles were drawn to the Flathead 
River near Glacier National Park in Northwestern Montana. These concentrations o f 
eagles fed on salmon (kokanee) migrating up river to their birthplace to spawn and then 
die. However, the number o f spawning salmon on the Flathead River has decreased such
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that they are no longer a major food source for the eagles. At the Flathead River, 
opportunity for viewing migrating bald eagle concentrations is largely gone.
However, the opportunity for viewing large concentrations o f bald eagles in 
Montana still exists. Bald eagles now congregate, in late fall, at Hauser Reservoir on the 
Missouri River just east o f Helena. People travel long distances to view, photograph, 
learn about eagles and share the experience their children. During this process, local 
communities, particularly Helena, receive economic benefit. By understanding the 
personal outcomes people seek when viewing eagle concentrations, development o f a 
greater appreciation for wildlife and increased resource protection efforts can be 
achieved.
Visitor Rules and Regulations
While providing an opportunity to view bald eagles, managers o f the Hauser 
Reservoir area must protect the eagle resource from again being lost. According to 
Driver and Brown (1978) and Peterson and Lime (1979). the most important 
responsibilities o f outdoor recreation managers are (1) to provide the opportunities that 
recreationists demand and that are appropriate to the managed area, (2) to prevent 
unacceptable damage to the resource. (3) and to protect the users from serious harm. 
Regulation of visitor behavior is a common approach for unacceptable damage at 
recreation sites. These regulations may directly restrict wiiat recreationists do. where they 
may go. how many can be present in an area at a certain time and so forth. Regulations
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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are designed to circumvent undesirable behaviors by prescribing allowable or prohibited 
behaviors (Frost and McCool, 1988).
In the Hauser Reservoir area, several management actions were developed for the 
migration concentration season. Visitors are regulated by either a "direct” or an "indirect” 
management approach (Lucas, 1982). With a "direct" management approach the visitor's 
freedom o f choice is limited. The "indirect" management approach is softer and more 
subtle (McCool and Christensen, 1993). Management seeks to alter behavior, but the 
final decision on the behavior is left to the visitor. Because "indirect" management leaves 
the visitor with more discretion in following the regulations, the effectiveness o f  this 
approach is often questioned. However, the direct approach can cause strain between the 
visitor and management; thereby, becoming controversial. Lucas (1982) also warns about 
the possibility o f excessive regulation becoming counter productive.
Producing and enforcing regulations is not the manager's sole responsibility for 
resource management. Wagar (1966) stated three premises resource managers 
have in providing a quality experience. His first premise is the land manager's sole 
purpose is to provide benefits to people. The second premise is that recreation is 
motivated by needs like all other human behavior. His last premise is that quality 
depends upon how well the needs motivating the recreation are satisfied. Thoroughly 
satisfying experiences will have a higher quality than partly satisfying ones (Wagar,
1966).
Perception of the necessity for these restrictions influences the visitors' acceptance 
o f these rules and regulations. A number o f authors have insisted that knowledge of the
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
rationale for regulations and the benefits derived from them seems to be integral to visitor 
acceptance (Frost and McCool, 1988 and Lucas, 1982). The visitors’ various expectations 
(e.g., viewing the eagles, solitude or observing scenic beauty) may affect their response to 
the regimentation. These visitors may perceive the rules and regulations as necessary for 
attainment o f their own goals or other goals they support. Lucas (1982) suggests that an 
explanation o f the necessity for regulations can be helpful "by reducing perceptions o f 
regulations as arbitrary hassles." If the visitor is provided with an understanding of the 
rationale for the regulation, the regulation may be better comprehended and possibly more 
voluntarily honored (Frost and McCool, 1988). Knowledge of management's restrictions 
and the reasons for their existence may be a rationale for visitor acceptance.
The basic management restrictions for protecting the bald eagle concentration in 
the Hauser Reservoir area are made in the following statements. Access roads to the area 
across the river from the viewing site are closed. Use o f all trails and offroad hiking are 
prohibited on the mountain west o f the viewing site. All boating is harmed between 
Canyon Ferry Dam and Hauser Reservoir. However, these management requirements 
only satisfy the second responsibility (protection of the resource) as stated by Driver and 
Brown (1978).
Manning (1985) states that "tastes in outdoor recreation among the public are 
diverse." There is diversity in regard to attitudes about policy, facility and service 
preferences, desired user-density levels, or motivations for recreation participation 
(Manning, 1985). Burch (1966) states that not only are there differences in tastes 
between people but people's tastes can change over time. Final!v. Shafer ( 1969) uses the
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illustration o f the "average camper who doesn't exist." Shafer demonstrates how the 
mathematical properties o f averages obscure real variation in data and creates a model 
that no one actually fits (Shafer, 1969).
Managers must protect the resource and do so by implementing rules and 
regulations. Managers must also provide experiences that satisfy the user's needs. The 
user's needs are complex and diverse. No one is average. Perhaps, to meet the above 
requirements, it is necessary to determine what kinds o f users or user groups visit 
recreation resources. A possible way of doing this is tlirough use o f market segmentation.
Segmentation Studies
In the mid fifties, a new marketing idea was introduced. This idea is considered a 
fundamental concept in modem marketing analysis and is known as market segmentation 
(Wind, 1978). Segmentation is the process o f partitioning heterogeneous markets into 
homogeneous segments o f potential customers with similar characteristics who are likely 
to exhibit similar purchase behavior (Weinstein, 1987). Simply stated, this means placing 
members o f a large group with many interests into smaller groups with common interests. 
Markets may be segmented on the basis of, but not limited to, geographies, 
demographics, socioeconomics, psychographics, product usage or benefits sought. The 
segmentation model requires a basis for segmentation (one of the above) as well as 
descriptors (independent variables) o f the various segments (Wind. 1978).
Considerations for selection o f descriptor variables include management's specific needs, 
current knowledge of the market and consumer behavior know ledge. There is no simile
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best basis to segment (e.g., product usage or socioeconomic), for all markets because 
incorrect marketing decisions may result from using the incorrect basis (Wind, 1978).
The market segmentation strategy developed from the need to determine the 
types o f people utilizing a product. Also, new product markets could be developed by 
creating products based upon the needs o f a new market group. The fundamental idea o f 
market segmentation is to create a portrait o f a user or a potential user for a product. The 
alternatives for basis o f segmentation are almost limitless (Wind, 1978).
Historically, segmentation started on a geographic basis. Then, as the number o f 
national brands increased, market research started to look at segmentation on 
demographic basis. Many of those demographic studies showed that demographic 
variables such as age, gender, income, occupation, and even race are not good general 
predictors of behavior. Thus, they were less than optimum bases for segmentation 
strategy (Haley, 1968).
"Benefit" segmentation became a strategy to identify segments by causal factors 
instead of descriptive factors. The benefits sought by consumers determine their purchase 
behavior much more accurately than demographic characteristics. After people have been 
classified into segments according to the benefits sought, each segment is contrasted with 
the other segments in terms o f demography, perceptions, lifestyles, and so forth. Doing 
so yields a deeper understanding of the people that make up each segment. The basis of 
this approach is a detailed measurement o f consumer value systems by finding out what 
the consumer thinks about the product category of interest (Haley, 1968).
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Each segment is identified by the benefits sought. Yet. it is the mix o f benefits 
sought that differentiates one segment from another. For example, one recreationist may 
seek solitude, want to learn about nature and be in a natural setting. Another recreationist 
may want to do things with companions, learn more about nature and release built-up 
tensions. Both recreationists want to learn about nature but seek a different mix o f other 
benefits. That mix of dissimilar benfits sought is used to differentiate among the 
recreationists.
Once the marketer or manager understands the kinds o f segments, new 
opportunities or effective ways of positioning the product or site from this research can be 
developed (Haley, 1968). Weinstein (1987) states that when properly used, benefit 
segmentation is widely accepted as one o f the best ways to segment a market. He also 
states. "Since benefits recognize why people buy, their purposes and product desires, a 
direct, or cause and effect, relationship exists between motivations and purchase patterns 
(Weinstein, 1987)."
Knowledge o f the benefits recreationists seek through segmentation analysis can 
give the manager a chance to enhance protection of the resource. By understanding the 
benefits people desire from the natural character o f the area, the salient product or setting 
characteristics can be protected. Also, with knowledge about the type of people using the 
resource, marketing of the resource can be targeted toward those groups of people most 
suited to recreate at that resource.
The Department o f f ish  Wildlife and Parks is mandated to protect the natural and 
scenic resources it manages. From a marketing standpoint, protecting or enhancing the
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site may be a resource development strategy. Marketing is not synonymous with 
promotion (Lehmkuhi, 1984). However, promotion can be a marketing strategy. For 
example, if  visitation levels at the Riverside Recreation Area rose to a point that the 
eagles were affected, a marketing strategy could be designed to decrease the amount o f 
visitation. By marketing the Riverside Recreation Area effectively, the benefits the 
visitors wish to receive and the resource capability could be better matched.
Segmentation is not a new idea to the recreation industry. Numerous bases for 
segmentation studies have been used concerning travel and leisure research. Some 
examples include: segmenting the "heavy" traveler (Woodside, Cook, and Mindak. 1987), 
segmenting travelers by destination and previous experience (Perdue. 1985). segmenting 
travelers by distance (Etzel and Woodside, 1982), segmenting using demographics and 
magazine readership (Crask, 1981) and travel market segmentation (Bryant and Morrison. 
1980). All of these segmentation studies have proven useful to people in the recreation 
and travel industry. Another useful tool for understanding outdoor recreation behavior 
and acceptance for regimentation is to understand recreationsfs attitudes toward animals 
and animal habitat.
Kellert Animal Attitudes
Visitor attitudes can be measured based upon visitor intentions and motivations 
and then analyzed in segmentation studies. Interestingly. Stephen Kellert (1980b) has 
developed animal attitude scales to assess the relative distribution of various animal
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attitude types among the general public. These attitudes describe basic perceptions rather 
than behaviors. Kellert (1980b) also states these attitudes should not be identified with 
individual people, but instead generalized to the groups o f people studied. Kellert's scales 
are crude approximations o f the attitude types and only in the broadest sense measure the 
true prevalence and distribution amongst the general population. These scales can be 
used to estimate the attitude types prevalent in a population.
Problem Statement
Managers, according Driver and Brown (1978), have the responsibility to provide 
the appropriate opportunities that recreationists demand, protect the resource, and protect 
the recreationists from potential harm. The problem for the managers is that the 
backgrounds of the recreationists are unknown with reference to their motivations and 
benefits sought. To meet Driver and Brown's (1978) resource manager responsibilities, 
more in depth knowledge about the type of recreationists (consumers) and their 
motivation and benefits desired is required. Motivational factors influencing bald eagle 
viewers are many and varied. There may be a variety o f expectations about the 
dimensions o f the eagle viewing experience. Some may seek solitude. Some may wish 
to spend time with others enjoying a common interest or spend time in a natural setting. 
Understanding the expectations and desired psychological outcomes is an important 
aspect o f the resource site manager's function. Is more than one visitor group type 
viewing the bald eagles at Riverside Recreation Area? If there is. can these dit'ferent 
visitors be described and pinpointed on the basis of demographies alone?
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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There is also a management responsibility to protect the eagles. The 
concentrations o f eagles at the Hauser Reservoir area provide a unique experience and 
require protection from human impact. Some management actions are already set up and 
may need revision. Others may need to be adopted. If there are different types o f eagle 
viewers, an understanding o f the viewer's behavior intentions and motivations might 
yield less restrictive, but just as effective, management actions. How do the viewers 
perceive the restrictions on their behavior? What are the visitors' perceptions o f these 
restrictions on their eagle viewing experience?
Objectives
The objectives o f this study are to;
1. Identify the social-psychological outcomes desired by the eagle viewing public.
2. Identify if there is more than one type o f eagle viewer by using the benefit 
segmentation approach.
3. Determine viewer attitudes toward bald eagles.
4. Determine the level o f knowledge visitors have about the Bald Eagles and the
salmon on which the eagles feed.
5. Determine the visitor perceptions of current management restrictions and other 
possible restrictions.
6. Determine visitor perceptions o f management and the on-site assistants aiding the 
eagle viewing.
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Chapter 2 
LITERATURE REVIEW 
Throughout the first chapter, there was mention o f different domains requiring 
exploration to better determine the types o f visitors viewing bald eagles. The domains 
discussed were management rules and regulations. Driver Scale recreation motivation 
domains, and Kellert attitude scale domains. From the objectives stated in Chapter 1, the 
reader should see that many other variables need measurement in this study. Without a 
process or framework to understand the use of these variables, a discussion of these 
variables is unclear.
A model for recreation choice is included to aid the reader's understanding of the 
relationship between these variables. The model was developed by Harris, Driver and 
Bergersen. 1985. Ideas in the model are not the focuses for this study and the model is 
included only for reader clarification. This study is primarily focused on exploratory 
research concerning visitor attitudes and preferences.
Decision Model for Recreation Activity Choice Behavior
The model for recreation decision choice criteria was developed from previous 
research (Driver and Brown 1975 and Harris, Driver and Bergersen, 1982). A potential 
recreationist possessing individual characteristics that distinguish one recreationist from 
another (Box I ) begins the model. Variables such as demographic and experience 
variables make up an individual's characteristics. In the social psychological field (Box 
2), the recreationist's experience preferences or motives for recreating are considered.
11
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This box also includes the individual's attitudes and preferences toward the attributes 
sought while recreating at a site (Harris, Driver and Bergersen 1982). For example, a 
person living in Western Montana might choose a recreation experience like watching a 
professional baseball game. Several alternatives are available. One alternative could be 
travel to Helena, Montana and watch Rookie League Baseball. Another alternative could 
be travel to Spokane. Washington and watch a "AA" League Baseball game. The last 
alternative could be travel to Seattle, Washington and watch a Major League Baseball 
game.
The recreation choice decision box is composed of two sub boxes (3 A and 3B). 
Unconstrained preferences for the recreation of choice (Box 3A) are based upon the 
individual preferences for recreation activity attributes. An example o f unconstrained 
preferences could be the expected quality o f baseball played. Higher division baseball 
players are expected to play better than lower division ball players. These unconstrained 
preferences are based upon perceptions o f the chosen activity attributes (Box 4). From 
the baseball example, the recreationist might perceive Rookie League Baseball as far 
inferior to AA League or Major League Baseball and prefer not to watch Rookie League 
Baseball. The recreationist might continue his evaluation finding he prefers not to watch 
AA League Baseball if Major League Baseball is not constrained in other ways. Actual 
constraint preferences are the personal resource limits (time, money, social demands, 
skill, etc..) placed on the recrcationist (Box 5). Continuing with the baseball example, a 
baseball game in Spokane. Washington requires eight hours of travel time round trip by
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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auto. However, an afternoon game could be viewed without requiring an overnight stay 
in Spokane. An automobile trip to Seattle requires ten hours one way and purchase o f a 
hotel room. It is more expensive to attend a Major League Baseball game. Traffic is 
much greater in a metropolitan area. There may be many other constraints. Both 
constrained and unconstrained preferences are evaluated by the individual when choosing 
a recreation activity type. The activity chosen represents the decisionmaker's constrained 
set o f preferences for the chosen recreation activity attributes (Box 3B). This model 
implies decision criteria will be maximized and the best choice among alternatives will be 
made (Harris, Driver and Bergersen 1982).
After choosing an optimal recreation activity, the recreationist may or may not 
decide to take part in the activity. If the individual participates in the chosen activity, the 
participant will experience the recreation attributes and perceive certain outcomes derived 
from that engagement (Box 6). The recreation experience (Box 7) results as a response 
from the recreation engagement. Recreationists evaluate the engagement by comparing 
the expected attributes (the desired outcomes) from the engagement with those 
experienced (Box 9). By comparing the experience with the perceived expected and 
desired outcomes of the engagement, the recreationist assesses satisfaction and benefits 
gained from the experience (Box 10). This model provides a framework that integrates 
the process for choosing a recreation activity and an experience evaluation resulting from 
that decision (Harris. Driver and Bergersen. 1982). The model can be adapted to other 
recreation or leisure activities.
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Again, recreation activity choice is not the purpose of this study. Recreationists 
taking part in this study had already chosen eagle viewing as a recreation activity. This 
model is shown for reader clarification only. The model shows the relationship o f the 
individual decision processes involved when choosing and evaluating a recreation 
activity. The variables measured in this study come from the various process steps 
involved in the recreation activity choice and evaluation model. The sole purpose of 
explaining this model is to show variable interaction and the purpose for that variable’s 
measurement. In further discussions in this chapter, the reader will be referred to the 
different boxes in this model.
Recreation Motivations and Experience Preferences
To change user behavior, resource managers manipulate the setting and thus 
influence those using the setting. Managers may also influence users by providing offsite 
information. A better understanding of the motivations for using the recreation setting 
and the benefits sought by visitors is needed, because it can provide managers the 
information necessary to determine effective actions and changes in the setting.
Lucas (1985) defines a motive as more or less a consistent predisposition to act on 
a certain type or set o f needs. The extent to which a motive will direct behavior is 
dependent upon the amount o f perceived deprivation. These motives are contrived 
notions and there is no universal list o f motives (Lucas, 1985). For example, the motives 
of one bald eagle viewer are not necessarily the same or have equal importance as those 
o f another bald eagle viewer.
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Some viewers may view eagles for purposes o f solitude. Others may choose to 
view eagles to spend time with family or friends while enjoying social interaction. Some 
may want to commune with nature. Other viewers may seek relief from societal pressures 
by escaping from those pressures.
Driver (1975) recognized the forces initiating behavior are voluntary and represent 
preferred conditions. The fulfillment o f these motives is viewed as an outcome or 
"desired consequence" (Driver and Knopf. 1977). Driver views recreationists as acting 
rationally. This means a particular behavior and environment is chosen based upon the 
information available which can produce the best desired outcome. People participate in 
recreation with the expectation they will encounter desirable conditions for attainment of 
the desired outcome (Lucas. 1985).
Driver conceived "recreation experience preferences" as reasons for engaging in 
recreation behavior (Lucas. 1985). As a result. Driver (1977) developed an "item pool o f 
scales" to identify and quantify the relative importance of the different psychological 
outcomes desired and expected from recreation participation. These scales were designed 
for use in both on-site and off-site studies. Respondents are asked to rate the relative 
importance of the scale items as reasons for deciding to participate in a certain activity. A 
6-point Likert response format ranging from Not Important to Extremely Important is 
chosen by the respondent for each scale used (Driver. 1977).
These items become the basis for "benefit" segmentation in this study. The 
"Desired Outcome" variables created by Driver are the experience preferences found in 
box 2 of the Behavioral Model of Recreation Activity Choice.
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Benefit Segmentation
Understanding the products or benefits viewers seek is essential to the site 
manager. One way of understanding visitors' diversity is through segmentation o f visitors 
based upon expected benefits or motivations for visiting the site. By understanding user 
motivations and the expected benefits (payoffs), the manager can provide more 
acceptable rules and regulations to effectively manage and protect the resource.
However, sometimes segmenting markets is not appropriate. At the beginning of 
the study, the relevance of market segmenting must be decided. According to Young.
Ott. and Feigen (1978) segmentation is not appropriate when;
1. The market is so small that marketing to a portion is not profitable.
2. Heavy users make up a large portion of the sales volume and only they are 
relevant to the market.
3. The brand is the dominant brand in the market. If the brand is dominant, it draws 
appeal from all segments of the market (Young. Ott, and Feigen. 1978).
These authors also state, segmentation based on benefits is usually the most meaningtul 
basis because it directly facilitates product planning, positioning and advertising 
communications (Young, Ott, and Feigen. 1978).
Wind (1978) describes some different methods for segmentation design. Design 
of the segmentation model may be characterized as a-priori or oluster-hased 
segmentation. In a-priori segmentation the selection of the dependent variable (the basis 
for semncntation) and hypotheses arc planned (Wind. 1978). In chisicr-hastai
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segmentation the number and type of segments are not known and are determined by 
clustering the respondents on their similarities (Wind, 1978). Frequently, cluster analysis 
is preceded by a factor analysis designed to reduce the original set of variables. Cluster- 
based  segmentation is used in this study because the number and type o f segments were 
not known or predetermined.
Several recent studies in the tourism and recreation literature have successfully 
used benefit segmentation to differentiate among visitor types. Frequently these studies 
have used benefit segmentation to predict behavior. Some recent studies based upon 
benefit segmentation follow.
Loker and Perdue (1992) segmented nonresident summer travelers for the North 
Carolina Division of Travel and Tourism. They determined which segment members 
were most profitable, most reachable, those who could become interested in travel to the 
area studied and the effectiveness o f the information sent to the possible nonresident 
visitors.
Pitts and Woodside (1986) studied personal values and travel decisions o f 250 
members o f the University of South Carolina Consumer Panel. They found personal 
values appeared particularly useful in describing those individuals who visit a particular 
travel area versus those who do not. Also, two strategies were found for promoting 
attractions. First, emphasis in the manner that the attraction fulfills important personal 
values should produce new and repeat visitors. Second, a strategy directing advertising 
toward the needs o f non-visitors that broadens the appeal to non-visitors.
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Woodside and Jacobs (1985 ) asked representative samples o f Canadian. American 
and Japanese tourists to Hawaii to complete a questionnaire at the conclusion o f their trip. 
This study found that some messages appropriate for Japanese tourists were inappropriate 
for American and Canadian tourists. Stressing family togetherness is inappropriate for 
appealing to Canadian travelers. For American tourists, stressing the learning o f new 
cultures is appropriate for targeting new tourists. "Share your love with each other in 
Hawaii, Hawaii is for lovers" is the appropriate way to appeal to the Japanese.
In a "seasonal" segmentation o f tourism marketing, Calantone and Johar (1984) 
studied nonresident travelers for the Massachusetts Department o f Commerce and 
Development. This study found a travel benefit package was sought by respondents with 
a particular demographic and psychographic profile for one season and a different profile 
for other seasons. People's benefits sought change over the different seasons. Products 
or services that have a seasonal pattern o f usage can lead to faulty conclusions.
Kellert Animal Attitude Studies
A significant component o f this study is to determine if benefit segments are 
related to attitudes toward animals. This is a significant issue for several reasons. First, 
segments may vary on their attitudes. By knowing how the segments van/, managers can 
determine communication strategies for changes to the different segment's attitudes and 
behavior. Second, particular attitudes may be directly related to behavior or e\ aluations 
o f prior management programs. Last, determining the existence of different segments can 
help management better understand the values their clientele place on animals.
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The dominant work in this area has been initiated by Stephen Kellert at Yale 
University. In the I970's, Stephen Kellert created a typology for studying the attitudes of 
people directly involved with animals. He later used this typology in a national study of 
American attitudes toward animals (Kellert, 1980a). These attitudes describe basic 
perceptions instead o f behavior. The attitudes may describe elements o f a persons's 
perception and rarely are all o f an individual's actions explained by only one attitude 
(Kellert, 1980a).
Kellert's animal attitudes domains are identified in Table 1A (next page). 
According to Kellert (1980a) these scales are crude and only in a broad sense measure the 
true prevalence and distribution in the American population. The most common attitudes 
held by the American public are the humanistic, moralistic, utilitarian and negativistic 
(Kellert, 1980a). Moralistic and utilitarian attitudes clash around the theme of 
exploitation o f animals. Negativistic and humanistic attitudes also tend to clash around 
the theme o f affection for animals. However, they do not clash to the degree o f the 
moralistic and utilitarian attitudes (Kellert, 1980a).
Kellert has used his attitude scales in several studies. These include studies of 
animal attitudes o f the general public (Kellert, 1980a), attitudes and knowledge of 
animals ( 1980b), attitudes and knowledge as affected by gender (Kellert and Berry.
1987). Some specialized animal studies include bird watching (Kellert. 1985) and public 
perception o f the timberwolf (Kellert, 1987). The animal attitudes to he measured are 
found in Box 2 of the Model for Recreation Activity Choice.
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T a b le  1A. T h e  Animal A ttitudes a n d  T heir  Definition a s  D e v e lo p e d  by K e l ie r t .______________________
1 . E co log istic  A ttitude - this a tt i tude  f o c u s e s  primarily on  wildlife with e m p h a s i s  d i re c te d  a t  a 
c o n c e p tu a l  u n d e rs ta n d in g  of th e  in te rre la t ionsh ips  of a  s p e c i e s  in th e  c o n te x t  of 
e c o s y s t e m s  a n d  a  m a jo r  c o n c e rn  for d e p e n d e n c i e s  b e tw e e n  a n im a ls  a n d  their  na tu ra l  
habitat.
H u m a n is tic  A ttitu d e  - this a tt i tude  e m p h a s i z e s  fee l ings  of s t ro n g  affection a n d  a t t a c h m e n t  
to individual a n im a ls  usually  pe ts .  T h e  an im al  is a  rec ip ien t of fee l ings  a n d  em o tio n a l  
p ro jec tions  similar to th o s e  e x p r e s s e d  to peop le .
3. M oralistic A ttitude  - th is  att i tude g e n e r a t e s  c o n c e rn  for ethically a p p ro p r ia te  h u m a n  
t r e a tm e n t  of an im als .  T h e  m o s t  b a s ic  t e n a n t s  of this a tt i tude  a r e  s t ro n g  o p pos it ion  to 
inflicting pain, h a rm  o r  suffering o n  an im als .
N aturalistic  A ttitu d e  - this a tt i tude  is c h a ra c te r iz e d  by s t ro n g  in te re s t  a n d  affection  for th e  
o u td o o rs  a n d  wildlife. C o n ta c t  with th e  na tura l se t t ing  is espec ia l ly  v a lu ed  a long  with th e  
o u td o o r  rec rea t iona l  benefi ts  of wildlife. This  a tt i tude  is similar to th e  eco log is t ic  a t t i tude  
but with a  le s s e r  d e g r e e  of involvement.
S c ien tis tic  A ttitude  - th e  e m p h a s i s  of this a tt i tude  is th e  c o n c e rn  with th e  biological a n d  
physica l c h a ra c te r is t ic s  of an im als .  A nim als  a r e  s o u r c e s  of curiosity, s tudy  a n d  
o bse rva tion .
6 .  A e s th e tic  A ttitude  - th e  fo c u s  of this a tt i tude  i s  th e  a t t r a c t iv e n e s s  or  sym bolic  s ig n if ican ce  
of an im als .  T h e  m ajo r  c o n c e rn  is with artistic merit, b e a u ty  or e m b le m a t ic  re p re s e n ta t io n .
7. Utilitarian A ttitude  - th e  att i tude is c o n c e r n e d  with th e  practical o r  m ateria l  v a lu e  of 
an im a ls .  T h e  re le v a n c e  of a n im a ls  is de r iv ed  from their  u s e f u ln e s s  to peop le .  Th is  
a t t i tude  b roken  into two su b -c h a ra c te r is t ic s .  U tilitarian-C onsum ption  a n d  Utilitarian- 
H abitat. Utilitarian C o n su m p tio n  is c o n c e r n e d  with th e  a n im a l 's  u s e f u ln e s s  for h u m a n  
d iets . Utilitarian-Habitat is c o n c e r n e d  with c h o ic e  b e tw e e n  sav ing  the  a n im a l 's  h a b i ta t  for 
an im al  u s e s  or  using th e  hab ita t  for o th e r  h u m a n  p u rp o s e s .
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T a b le  1A T h e  Animal Attitudes a n d  their Definition a s  D e v e lo p e d  by Kellet C on tinued .____________
8. D om in ion is tic  A ttitude  - o rientation  of th is  a tt i tude  is tow ard  sa t is fac t ion  de r iv ed  from 
m a s te ry  o v e r  an im als .  A nim als  a r e  v a lu ed  for the ir  e x p re s s io n  of  p ro w e ss ,  skill, s t re n g th ,  
a n d  masculinity. C o n q u e s t  of th e  an im al r e p r e s e n t s  a  d e m o n s t ra t io n  of superiority  a n d  
d o m in a n c e .
9. N eg a tiv is tic  A ttitud e  - this a tt i tude  dwells  on  th e  dislike o r  fe a r  of a n im a ls
10 N eu tra lis tic  A ttitude  - this a tt i tude  is m o re  pass ive ly  o r ien ted  tow ard  th e  a v o id a n c e  of 
a n im a ls  b e c a u s e  of r e a s o n  of indifference.
Study Integration
This study will identify the different viewer benefit segments by utilizing Driver’s 
(1977) "item pool of scales”. Recreationists' experience perceptions o f the recreation 
activity attributes (Box 2 of Recreation Activity Choice Model) are the basis for 
segmenting visitor groups in this study. After identifying the benefit segments, these 
segments will be examined by studying the viewer's response variables for rules and 
regulations, demographics, knowledge, and the Kellert scales (Boxes 1 an 2 from the 
Recreation Activity Choice Model). Results from measurement of these variables and the 
recreationist's evaluation of the eagle viewing experience are reported based on each 
benefit segment (independent variable). Also, this model shows the interaction between 
the various dependent variables and the benefits recreationists receive from a chosen 
activity experience.
The study is exploratory in nature. Due to this explorator) nature, no formal 
hypotheses are made. It can he hypothesized that distinct benefit segments exist.
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However, the segment types are unknown and therefore no linkages between benefit 
behavior groups and the response variables can be stated. Another general hypothesis is 
that bald eagle viewing attitudes may vary between the segments. Again, because the 
segments are unknown, there is no way of creating formal hypotheses. The segmented 
variables are unidentified and relationships between them cannot be stated.
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Chapter 3 
METHODS
Study Area
The study area is comprised of sites along Hauser Reservoir on the Missouri 
River, just east o f Helena. Montana. The main bald eagle viewing area is a Department 
o f Fish. Wildlife and Parks day-use area located below Canyon Ferry Dam called 
Riverside Viewing Area. Other eagle viewing opportunities exist at York Bridge and 
various sites along Hauser Reservoir. A visitor center is present at Canyon Ferry Village. 
However, there is little opportunity for viewing bald eagles at the Visitor Center. The 
center provides visitors information about the eagles and the salmon (kokanee) upon 
which the eagles feed. This study concentrated on bald eagle viewers visiting Riverside 
Viewing Area and/or the Canyon Ferry Visitor Center for recreation purposes during the 
bald eagle concentration period.
Study Population
The study population is defined as all persons aged eighteen and over who visited 
the viewing area and/or the visitor center during the sample periods. Sampling periods 
and their determination are explained in Appendix F. Persons returning from the viewing 
site or exiting the visitor center, meeting the study population criteria, were approached 
and asked to participate in the study. Visitors willing to participate in the study were 
asked to provide their name, address, age. group type, and group size on a registration
24
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
25
card (Appendix A). These willing participants were told they would receive a 
questionnaire in December concerning their visit to the Bald Eagle Viewing Area and/or 
the Canyon Ferry Visitor Center. Due to possible time conflicts with the hectic pace of 
the Christmas and the New Year holidays, the questionnaire was mailed in early January.
The sampling objective for the study was to contact as many eagle viewers as 
possible leaving the Riverside Viewing Area or exiting the Canyon Ferry Visitor Center. 
Stopping all viewers was sometimes difficult at the Riverside Viewing Area because o f 
the large number of weekend viewers. If two cars were stopped for sampling 
information, any other departing vehicles were waved-on. Waving-on o f departing 
groups was done to avoid detracting from the viewing experience. Also, the creation of 
long exit lines and other vehicle congestion choked the entry/exit point. The number o f 
willing participants contacted was 763 viewers in 417 groups. About 1% of the viewers 
contacted declined to take part in the study.
At least one person from every registration card was chosen to receive a 
questionnaire. All registration cards containing one name were sent a questionnaire. On 
registration cards containing two names, the name choice for receipt of a questionnaire 
was alternately chosen. The first name listed on the first registration card was chosen. 
For the second registration card, the second name listed was used. On the third 
registration card, the first listed name was chosen. For the fourth card, the second listed 
name was used. This alternation continued for all cards containinu two names.
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Registration cards containing three names were also alternately chosen. The first 
name was chosen on the first registration card. On the second registration card, the 
second name was used. For the third registration card, the third name was chosen. This 
process was then repeated on all o f the remaining three name registration cards.
On registration cards containing four or more names, the second name was chosen 
on the first card and the fourth name was chosen on the second card. This process 
yielded 438 names for questionnaire receipt. Another 30 names were added to the 
questionnaire receipt list by comparing nonselected last names to selected last names on 
the registration cards and then adding those nonselected names. The total names chosen 
to receive questionnaires were 468. Questionnaire packets were made for the 468 names. 
At the time o f mailing, eighteen packets were randomly withdrawn to arrive at the sample 
size o f 450 questionnaire packets.
A cover letter (Appendix B) explaining the importance o f visitor participation, a 
questionnaire survey (Appendix E) and a postage-paid preaddressed return envelope were 
included in the questionnaire packet. On January 5, 1993, the first questionnaire packet 
mailing took place. If necessary, a follow-up reminder post card (Appendix C) was 
mailed on January 13, 1993. A final questionnaire packet mailing, for those not yet 
responding, was completed on January 25, 1993 (Appendix D).
Questionnaire Dcsiun
The Riverside Bald Eagle Viewer Study questionnaire consisted o f 25 questions 
(Appendix E). The questionnaire was designed to gain visitor information
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
27
concerning the following areas o f interest:
1. Social Demographics
2. General Visitation Information
3. Desired Social-Psychological Outcomes
4. Eagle Viewing
5. Visitor Attitudes Based Upon Kellert Scales
6. Knowledge of Eagle and Salmon Behavior
7. Perception of Crowds, On-Site Vehicle Movement, and Human Induced Sound
8. Visitor Knowledge and Perception of Management
Driver's (1977) scales were used to measure expected outcome domains. The 
viewers were asked to recall the importance of 17 "reasons" for visiting the bald eagle 
viewing areas and/or the visitor center. These expected outcome variables will be used to 
create the benefit segments. Once the benefit segments are determined, the segments 
become the dependent variables.
Dependent variables were measured through a variety of techniques. Kellert 
Scales were used to reveal respondent's various attitudes toward animals by asking the 
respondents' agreement with bald eagle or animal habitat statements. Twenty-two 
questions representing seven animal attitude domains were asked. There were sixteen 
questions measuring visitors' knowledge about the eagles and kokanee. A true-false 
format was used for these questions. For the balance o f the questions, the respondents 
answered in a Yes-No ibrmat. made fill-in-the-biank entries or selected an answer from a 
ranue of answers.
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Sample Response
Visitor contacts yielded names o f 763 visitors willing to take part in the study.
The cooperation by the visitors was excellent. O f the 450 questionnaire packets sent, 
only two were returned because o f a bad address. From a net sample o f 448 
questionnaires, 396 questionnaires were completed and returned yielding an 88% 
response rate. Such a response rate may be attributed to a highly motivated and interested 
eagle viewer population, personal contact at the site, a follow-up reminder, a second 
questionnaire mailing, and the questionnaire instrument. Since the response rate was 
significantly higher than 80%. the effect o f any non-response bias was thought to be 
insignificant (Dillman. 1978).
Methodology Schematics
Two schematics are shown, for reader understanding of the reasons for 
segmenting the study population, and to show the relationship of this study's variables. 
The first schematic (Flowchart 2) demonstrates how the data is used to report findings in 
a typical study. A typical study reports the data domains based upon the average of all 
respondents. Reporting data based upon the average of all respondents may be reporting 
o f data for people who do not exist.
A second schematic demonstrates use o f data in segmentation study (Flowchart 
3). This schematic indicates where in the process the data is segmented and then how the 
individual group data is used for reporting purposes. Segmentation studies report the
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
29
data for each domain measured based upon the actual groups of respondents, not for an 
illusive average visitor.
Typical Studies Schematic
A schematic for an average visitor study is found in Flowchart 2. In many study 
sequences, the typical flow of many studies start with a motivation to recreate (Box I ). 
Then, the recreationist engages in the recreation event (Box 2). The individual is 
contacted and some form of measurement concerning their recreation engagement is 
administered (Box 3). Most studies will attempt to measure the individual's benefits 
sought, knowledge about the resource, management practices, individual attitudes and the 
individual demographics. Management may also want to know the effectiveness o f their 
displays and interpretative information. This can be measured by testing the individual's 
learning of that information (Box 5). The study results are reported by the researcher to 
the site manager (Box 4). Finally, the manager uses the information gained from the 
research to manage the site and implement management changes based upon the study 's 
results. This type o f study is based upon the average site visitor. However, the data may 
be describing a visitor who really doesn’t exist.
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Segmented Study Schematic
A segmented study based upon the benefits sought by the recreationist begins 
similarly to the typical type of study. The recreationist is motivated by a recreation need 
(Box 1). The individual engages in the recreation event (Box 2) and a questionnaire is 
administered to the recreationist (Box 3). These steps are similar to those in the typical 
study flow. In this segmentation study, the respondents are segmented based upon 
benefits sought (Box 4). A segmentation study separates a heterogeneous group of people 
into separate homogeneous groups. The researcher determines the different visitor t) pes 
based upon the benefits sought by use o f certain statistical tools.
Next, the researcher measures each segmented group type's knowledge about the 
resource, management practices, attitudes toward the resource and demographic 
information (Group Boxes). Testing of management's interpretative information 
effectiveness may be measured at this step (Box 6). Research findings are reported based 
upon the information gained from each group (Box 5). Finally, the site manager uses this 
information to manage the recreation site (Box 7). By using benefit segmentation, the 
information reported to management is based upon known types of site users. Now, the 
site manager can use the segmented group’s information and direct his management 
efforts toward known groups of individuals instead o f an elusive average user.
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Data Analysis Procedures
Data analysis was done on a personal home IBM type computer. The statistical 
package used is SPSS+ 4.0 (Norusis, 1990). Factor analysis was performed on both the 
benefits sought variables and the Kellert animal attitude variables. Factor analysis 
permits the reduction of a large number o f variables to a smaller number o f latent 
dimensions or factors (Kaas and Tinsley, 1979). Principal axis factor analysis with 
varimax rotation was used to analyze the benefits sought variables (Driver Scales 
Domains) because this method is supported by Kaas and Howard (1979) and Watson and 
Niccolicci ( 1992). Missing values were treated pairwise. Treatment of missing values 
pairwise means that cases having valid values on both variables used in a calculation are 
included in that calculation. Any other cases are deleted. A result o f using pairwise 
deletion is that the number o f cases calculated will change as different variables are 
calculated (Norusis, 1990).
Kaas and Howard (1979) recommend principal axis factor analysis for exploratory 
testing because principal axis factor analysis measures only common variance. Common 
variance is the portion of a variable's variance that is common to at least one other 
variable (Kaas and Tinsley, 1979). Principal components analysis is also acceptable. 
However, principal components analysis measures common, specific and error variance. 
Specific variance is that portion o f a variable's reliably measured \ ariance. Error variance 
is variance unique to the variable that is not reliably measured. Coefficients lower in 
value than Ü.4 were suppressed. Factors with Eigenvalues (scores) greater than one are 
retained for cluster analysis.
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Reliability measures (Cronbach's Alpha) were tested before clustering the 
respondents around the new benefits sought factors. Using these factor scores from the 
variables, a k-means clustering procedure was used for clustering the respondents. 
Missing values were handled pairwise. This clustering procedure places each observation 
into one and only one cluster.
Principal axis and principal components analyses were performed on the Kellert 
animal attitude variables. Principal components analysis with varimax rotation (missing 
values handled pairwise) was used because the factor loadings from the principal 
components method most closely yielded the expected factors. Reliability analysis using 
Cronbach's Alpha was also measured.
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Chapter 4
IDENTIFYING BENEFIT SEGMENTS AND ATTITUDES TOWARD ANIMALS
Segmentation of the Experience Preferences
There are two purposes for this chapter. First, the sequences required to develop 
the viewer benefit segments are explained and the various benefit segments are identified. 
Second, the processes used to identify viewer attitudes toward bald eagles are described. 
Benefit segments are developed by a three-step process. Coding of item responses is the 
first step. The second step involves factor analysis to identify underlying benefit 
domains. Third, a cluster analysis identifies people with similar responses and places 
them into groups. Those groups found from the cluster analysis become the benefit 
segments.
Identification of the Benefit Segments 
Coding
Seventeen statements were presented to the respondents involving the expected 
benefits respondents had for viewing eagles. Each statement was developed from 
Driver's (1980a. "item pool o f scales") recreation experience preference scales. These 
scales are designed to identify and quantify the relative importance of the different 
psychological outcomes desired and expected from recreation engagements. Each 
respondent was asked to rate the importance each statement had in relation to their eagle 
viewing trip.
35
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Coding involved assigning a number code based on the respondents importance 
level shown for each statement. The respondent could choose from six importance levels 
ranging from extremely important to not important. The importance levels were coded 
extremely important (6) to not important (1).
Factor Analysis
In the second step, a factor analysis o f the responses from the seventeen variables 
was performed. Factor analysis was done to identify if  a simpler underlying benefit 
structure existed. This analysis also detects whether the data structure can be made 
smaller for ease o f use and still portray respondents' information.
In the first step of factor analysis, each variable's variance is measured. After 
measuring the variance for all variables, factor analysis looks for variables with similar 
variance characteristics. A variable may have variance characteristics similar to other 
variables in more than one factor category. Variables having similar variance 
characteristics are then assigned to one or more factor categories.
During the procedure, three types o f variable variances may be extracted. These 
variance types are known as common, specific and error variances (Kaas and Tinsley. 
1979). Common variance is that portion o f a variable's variance that is common to at 
least one other variable. Communal ity o f a variable is understood as the amount o f the 
common variance in that variable. This communality o f one variable with another 
variable is sought when factoring variables (Kaas and Tinsley. 1979).
The other two variances, may be intentionally or unintentionally factored with the
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
37
variable’s common variance. Specific variance is that portion o f a variable's reliably 
measured variance. Error variance is the variance unique to the variable that is not 
reliably measured (Kaas and Tinsley, 1979). Usually, when using factoring techniques, 
investigators are not interested in including the error and specific variances.
When performing descriptive exploratory factor analysis, MINRES. principal 
components or principal axis factor analyses may be chosen (Kaas and Tinsley. 1979). 
MINRES solutions are based upon the non-diagonal coefficients in the correlation matrix. 
However, this procedure is not an option under SPSS/PC 4.0 (Norusis, 1990). For this 
study portion, principal axis factoring was chosen instead of principal components 
because PAP factors variables based on their common variance only (Kaas and Tinsley. 
1979).
After the factor analysis o f the data is completed, the variables making-up each 
factor are tested for reliability. Reliability analysis using Cronbach's Alpha is performed 
to estimate the reliability o f a scale composed of the variables loading onto each factor.
Finally, the factor scales for each case are constructed. Factor scale construction 
involves creating a new variable identified by the variables making up that factor. Tlie 
value for the new factor variable is the sum the values from each variable making up the 
factor divided by the number o f variables. After factor scale construction is completed 
for each factor category, the data is ready for cluster analysis. Cluster analysis groups the 
cases based on the factor scale scores.
Using SPSS/PC+4.0, principal axis factor analysis was followed by a \ arimax 
rotation on the coded responses from step one. A sort and blank (0.4) command was
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included in the PAF analysis commands. These last two commands direct the statistical 
package to group the variables into the factors and show the variable's factor loading 
values. No loading value is shown for variables loading below the 0.4 cutoff level.
The PAF factor analysis yielded four factors with Eigenvalues greater than 1.0. 
These four factors explained 64.9% o f the common variance in the seventeen expected 
benefit items. The resulting factors and the variables loading into each factor are shown 
in Table 1.
Table 1. Original Factor loadings for the experience benefit variables
Variable
NAT_SET
Factor 1 
,80483
Factor 2 Factor 3 Factor 4
TRANQUIL .74527
SMELLS .72145
OBSERVE .67985
UNDSTAND .58922 .47312
REDUCE .76068
ESCAPE .68820
SOLITUDE .59085
FACE .54813
DECIDE .81072
CHANCE .56360
CONTROL .41785 .49107
CREATIVE .44689
BE_WITH .61459
LRN_NAT .53166 .53314
COMPANIO .43851
WITH_OTH .41354
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
39
Three expected benefit variables understand, control and learn nature loaded on 
more than one factor with a loading value above 0.4. For the expected benefit variable 
understand, a factor loading of .58922 was highest on factor one. The factor loading for 
understand on factor four was less at .47312. This variable was placed in factor one.
The variable control loaded on both factor two and factor three. If the variable 
control is placed in factor two, the reliability for factor two remains essentially the same 
with or without this variable. If the variable control is placed in factor three, the 
reliability o f factor three increases. Also, the other expected benefit variables that loaded 
on factor three are conceptually similar to the variable control. Therefore, this variable 
was placed in factor three.
The variable learn nature loaded on both factor one and factor four. If learn 
nature is removed from factor one, the reliability for factor one remains the same. 
However, this variable is conceptually most similar to the other expected benefit variables 
that loaded on factor one. When learn nature is placed in factor four, the reliability for 
that factor increases but places learn nature with variables having dissimilar 
characteristics. Placement of learn nature into factor one was chosen because of its 
conceptual association. Table 2 (on the next page) shows the variables for each factor and 
the resulting scale's Cronbach's Alpha.
Factor Scale Construction
After deciding the placement o f the variables, each factor was named. Factor 
names resulted from the characteristics o f  the variables within each factor. Each new 
factor scale resulted from totaling the values from all o f the variables loading above 0.4 
making up that factor and dividing this total by the number o f variables. The variables 
making up factor one dealt with nature or learning nature. The variable was named 
nature one because another factor in the dataset was named nature. DitTerent variables 
in the dataset cannot contain the same name. Thus, naming the new variable nature-one 
kept a variable name based upon the characteristics making up the factor but. did not 
duplicate another variable name. Factor two variables dealt with escaping the pressures
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o f life and became getaway. Variables making up the third factor consisted of 
characteristics leading toward personal development or achievement and thus, named 
personal development. The last factor dealt with companionship and being with family or 
friends and was titled affiliation. The resulting factor names and the variable statements 
are shown in Table 2.
Table 2. The expected benefit s tatements making up each factor and Cronbach’s reliability coefficients for 
the factor scale  are presented.
Factor
Name
Nature-One
Item
to be in a natural setting.
to experience tranquility here.
to enjoy the smells and sounds of nature.
to observe the scenic beauty.
to understand the natural world better.
to learn more about nature.
Scale
Reliability
.8895
Getaway
to help reduce or release built-up tensions, 
to e sc a p e  the daily responsibilities of life for 
awhile.
for the solitude.
so  my mind could move at a slower pace.
8698
Personal-
Development
to be at a place where 1 can make my own decisions.
for a  chance to be on my own.
for a  chance  to have control over things.
so 1 could be creative such a s  sketch, take photos
and etc.
.7557
Affiliation
to be with and observe other people using the area.
so 1 could do things with my companions.
to be with others who enjoy the sam e things a s  1 do.
.5616
C luster Analysis
The last step requires the clustering of the respondents into similar 
(homogeneous) groups using the four expected benefit scales. Cluster analysis identities
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the benefit segment groups. A k-means non-hierarchical procedure was used because it 
was the only one available. In this cluster analysis procedure, a basic requirement is to 
specify the number of clusters desired. For each case, the factor scale scores are 
compared for nearness or similarity with scores from the other cases. Based upon the 
number o f clusters specified, clusters are formed by placing closely fitting case scores 
together into groups. Each case is placed into one and only one cluster. When the cluster 
analysis procedure is finished, the mean scores for each factor from each cluster group are 
represented in a cluster table. The cluster’s mean scores, show the degree of importance a 
group places on that factor scale variable.
As earlier stated, the number of clusters desired must be chosen before the cluster 
analysis. Those cluster stopping rules available (Overall, Gibson and Novy. 1993;
Fraboni and Cooper, 1989 and Milligan and Cooper. 1985) deal with hierarchical cluster 
analysis. Hierarchical clustering usually deals with hypothesis testing and usually the 
approximate number o f clusters is known before hand. In exploratory studies using non- 
hierarchical procedures, the correct number o f clusters is not known before performing 
cluster analysis. Also, stopping rules for non-hierarchical procedures are not clearly 
stated in the literature available.
To identify the appropriate number o f clusters, this study used the following 
approach; the between means and within means distances for each number o f clusters 
were graphed. For each number of cluster centers, the within group mean distance and 
the between group mean distance are plotted. At the cluster size w here one o f these
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means' graph line shows significant change, the appropriate number o f clusters is suggested.
Using the SPSS/PC 4.0 quick cluster method, cluster analysis was done for cluster 
sizes o f three, four, five and six clusters. After each cluster analysis was completed, the 
different cluster groups from each analysis were reviewed to identify which factor scale 
variables were most important in each cluster segment. Table 3 shows the different 
cluster sizes and the importance of the benefit variables for each group within each 
cluster.
Table 3. Cluster groups and variable m eans  are shown for each  cluster size.
CLUSTER #
NATURE 1
Variables
GETAWAY PERSDEVL AFFILIAT PROS.
Group Type 
(Number of C ases)
3-CLUSTERS
Natur-Affiliate 
(187 C ases) 3.416 1.469 1.329 2.784 .000
Natur-Escapists 
(148 C ases) 4.749 3.500 2.118 3.226 .000
Enthusiasts 
(44 C ases) 5.236 5.000 4.205 4.000 .000
4-CLUSTERS
Naturalists 
(124 C ases) 4.813 3.881 2 379 3 314 000
Natur-Affiliate 
(160 C ases) 4.161 1.788 1.452 3 080 .000
Passive-Piayers 
(63 C ases) 2.235 1270 1202 2 132 000
Enthusiasts 
(32 C ases) 5 317 5.111 4.528 4.300 000
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Table 3. Cluster Groups and variable m eans  for each  cluster size continued
NATURE1
Variables
GETAWAY PERSDEVL AFFILIAT Prob
5-CLUSTERS
Natur-Affil 1 
(84 C ases) 3.569 1.720 1.290 3,719 000
Natur-Affil 11 
(87 C ases) 4.628 1.871 1.660 2.430 .000
Naturalists 
(117 C ases) 4.786 3.924 2.344 3.403 000
Enthusiasts 
(33 C ases) 5.354 5.052 4,474 4 233 .000
Passive-Piayers 
(58 C ases) 2.299 1.285 1.216 1.966 .000
6-CLUSTERS
Natur-Affil 1 
(86 C ases) 3.401 1.577 1.268 3.510 .000
Naturalists 
(85 C ases) 4.776 3.615 1.781 4.020 ,000
Enthusiasts 1 
(27 C ases) 5.469 5.052 4.500 4.597 ,000
Enthusiasts  II 
(58 C ases) 4.718 4.022 3.205 2.433 .000
Natur-Affil II 
(79 C ases) 4.568 1.766 1.560 2363 .000
Passive  Players 
(44 C ases) 2.068 1.267 1.210 1,833 .000
Figure 1 shows the between cluster and within cluster distances for the different 
cluster sizes. The between group mean rose from cluster three to cluster four and 
dropped from cluster four to cluster five. This solution suggested four cluster centers as 
the correct amount. Another indicator o f four cluster groups is that by increasing cluster 
centers past four, no new visitor types are found (See Table 3). Therefore, four cluster 
groups are used in the balance of this study.
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Figure 1 .Group Mean distances and Within Group Mean Distances by the number of clusters.
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Final Data Preparation
After deciding that four was the appropriate number o f cluster sets, value labels 
(names) for each cluster type were identified. When the clustering procedure finished, a 
variable identifying the cluster membership was developed. Segment One was termed the 
Naturalists group and comprised 32.5% of the cases. This group placed high importance 
on the nature domain and to lesser extent on benefits for escape and affiliation. Segment 
Two is termed the Nature-AJJiliationists and included 42.2% of the sample. Members in 
this segment placed high importance on the nature and affiliation domains, suggesting 
this group enjoys outdoor activities with family or friends. Group Three was termed 
Passive-Piayers and included 16.8% of the sample. These individuals placed little 
importance on any o f the expected benefits, suggesting these viewers view ed out of
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curiosity or hearsay. Segment four is termed Enthusiasts (8.5% o f the sample) because 
these individuals scored high on all four factors, suggesting they were interested in many 
different aspects o f the viewing experience.
Factor Analysis on Animal Attitudes
Twenty-two Kellert animal attitude variables were factored (Kellert, n.d.). This 
analysis detects the possibility o f placing the animal attitude variables into smaller groups 
containing similar variables. With so many variables, a factor analysis might yield fewer 
variables to statistically work with. However, the factored variables should retain the 
pertinent information given by the respondents.
Coding
Respondents were asked to respond to twenty-two statements based upon seven of 
the ten animal domains developed by Kellert (see Chapter 2). Coding of the responses 
was based on the respondent's level o f agreement toward statements about bald eagles and 
other animals or the animals' habitat. The respondent could choose from strongly agree 
(coded 1 ) to strongly disagree (coded 4) or no opinion formed (coded 5).
Before perfonning factor analysis, values in the no opinion formed category 
required recoding. About 1 percent o f the data contained missing values and about 5 
percent o f the data had been coded with a live for a no opinion formed response. Leaving 
the no opinion formed data in its original form would skew the animal attitude data to the 
high end o f the scale. Tabachnick and Fidell ( 1983) warn that tables w ith skew ness or
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variables with outlying values may produce artificially high correlations. They also warn 
that the algorithms used by several multivariate programs may inaccurately compute 
values in the correlation matrix. Inaccurately computed values can occur when some of 
the variables have means that are large numbers and standard deviations that are small 
(Tabachnick and Fidell, 1983).
Several treatments for missing data are offered by Trabachnick and Fidell (1983). 
First, the researcher can treat missing data as data. It is possible that a respondent's 
failure to answer a question or to cooperate with the research could be a very good 
predictor o f the behavior o f interest. To make such a test, a dummy variable can be 
created and assigned a zero for missing data and a one for variables containing data. By 
coupling the dummy variable with a variable containing a mean value used to replace the 
missing value, the presence of missing data can be investigated as a predictor without 
distorting the central tendency of the variable itself (Tabachnick and Fidell, 1983). The 
dummy variable would identify cases with variables containing a replaced mean value 
and results from replaced mean variables can be compared with other independent 
variables. Thus, the liability o f missing data may become an asset.
A second treatment for missing values is to drop any cases or variables containing 
missing values (Tabachnick and Fidell, 1983). The procedure is referred to as listwise 
deletion of data. This procedure may be acceptable in a large data set provided there are 
only a few cases with missing values. The procedure is also acceptable when missing 
values are concentrated in a few variables not critical to the analysis. If the missing cases 
are scattered throughout the data, dropping cases may result in a large reduction of
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variables or cases. Many researchers are reluctant to drop data from a study.
Third, the data may be may also deleted pairwise. For example, when a variable 
in one case is compared to a similar variable in another case, any cases containing 
missing data for the variable studied are not compared. In other words, the pair is 
dropped. Pairwise deletion produces changes in the number of case variables compared 
based upon the number o f data set variables containing missing values. Tabachnick and 
Fidell (1983) state with a changing number o f cases compared, some correlations will be 
less stable than others in the same correlation matrix.
Values for missing data may also be estimated by the researcher's prior 
knowledge. For example, the researcher might be able to predict a value above or below 
the median or, the researcher may estimate a value one or two standard deviations from 
the mean. Tabachnick and Fidell (1983) state that insertion o f educated guesses in large 
data sets containing few missing values will not distort a multivariate solution. Another 
researcher's estimate for missing data is to insert mean values. This procedure is 
conservative and no guesses are made. The disadvantage here is that correlation between 
a mean inserted variable and other similar variables will be lowered (closer to zero). In 
other words, when measuring variables containing values close to the mean with values 
containing the mean little difference among the variables can be detected because the 
variance is artificially reduced.
Lastly, the same authors recommend use o f multiple regression to predict missing 
values. Independent variables, without missing values, arc used as predictor \ ariables to 
write a reuression equation to predict a value for a variable containing missing data. This
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procedure has more objectivity for determining missing values as compared to a 
researcher's estimate for a missing value. However, the determination o f good predictor 
independent variables is required to produce a reasonable value for the missing value 
variable (Tabachnick and Fidell, 1983).
For this study, the no opinion formed responses required recoding to a value at or 
near the midpoint between moderately agree and moderately disagree. Moderately agree 
responses were coded two and moderately disagree responses were coded three. It was 
assumed the missing values could be viewed similarly to the no opinion formed responses 
because neither response contained an opinion. Since both responses contained no 
answers, it was decided to recode the missing values along with the no opinion formed 
values. This decision was made for increased stability among the correlations in the 
correlation matrix. Also, it was perceived those respondents stating no opinion formed or 
who failed to answer the question were probably different from those who did.
To provide for a more normal distribution among respondents, the frequency of 
answers for each variable was studied. For an animal attitude variable containing mostly 
responses o f ones or twos, the recoded variables were coded three. For animal attitude 
variables containing mostly threes or fours, the recoded variables were coded two.
This method achieved three results. The number o f cases studied was always the 
same. Recoded variables were placed near the center o f the data distribution. Thus, the 
skewness o f the no opinion formed data was reduced and the data was more normal and 
evenly distributed. Finally, sometimes actual scores will be lower and sometimes actual
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scores will be higher. Overall, this method should tend to cancel out any errors 
introduced rather than biasing them.
For each attitude domain, some statements were stated to reflect strong agreement 
and some were stated to reflect strong disagreement. To achieve equal orientation among 
all responses in each domain, each question was reviewed. Those statements reflecting 
strong disagreement were recoded. This procedure made the strong disagreement 
responses similar to the strong agreement responses. This was done to give all statements 
the same orientation for comparison with other similar domain variables. Also, the reader 
can more easily interpret the results if all animal attitudes are viewed from the same 
perspective. Nine variables required recoding. At this point, the data was ready for factor 
analysis.
Factor Analysis
Using SPSS/PC 4.0, a factor analysis o f the animal attitude variables using 
principal axis factoring (PAF) with varimax rotation was conducted. Sort and cut-off 0.4 
rules were also applied. This factor analysis yielded five factors with Eigenvalues greater 
than one. These five factors explained 42.2 percent o f the variance among the variables. 
Results from the PAF analysis were different from those expected. The number of 
factors extracted (five) was less than expected. Before factor analysis, respondents had 
evaluated statements from seven animal attitude domains. Table 4 shows the number of 
factors anticipated and the variables loading on each factor. Two factors contained
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Table 4 This table indicates the anticipated animal attitude variable loadings for each  factor before factor analysis. Variables having a 2 behind them
have b een  recoded for orientation.
FACTOR
VARIABLES Util-Hab Scientistic Ecologistic Aesthetic Humanistic Moralistic Naturalistic
Approve XXX
Vanish2 XXX
W etland XXX
Pesticide XXX
Taxonomy XXX
Bored XXX
Evolute XXX
Different-animal XXX
Ecology XXX
Creature XXX
Symbolize XXX
Choice XXX
Exciting XXX
Love XXX
Satisfaction XXX
C onsider XXX
Hunting XXX
Harvest XXX
Nothing XXX
Lion XXX
Desire XXX
Walking2 XXX
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variables from several animal attitude domains. Also, five variables had not met the 0.4 
factor loading cutoff criteria and thus, showed no factor loading values.
Additional analysis based on principal components (PC) analysis was performed 
to learn if  PC analysis might yield different results. The variables were factored using 
principal components analysis with varimax rotation and the previous sort and cutoff 
rules applied. This analysis also produced five factors with Eigenvalues explaining 54.2 
percent o f the variance. Results for the number o f factors (five) were similar to the PAF 
analysis (Table 5). However, all o f the variables loaded above the 0.4 factor cutoff. One 
variable loaded into factors one and three. This PC factor analysis yielded better results 
than the PAF analysis.
Factor Scale Construction
In factor one, all o f the scien tistic  domain variables loaded with two each of the 
eco log istic  and naturalistic  animal attitude domain variables. These three domains 
emphasize the intenelationship of a species in ecosystems and the dependencies of 
animals with their habitat. Attitudes within the scientistic  domain are concerned with the 
biology and physical characteristics o f animals. Scientistic  domain attitudes emphasize 
animals as sources o f curiosity, study and observation. N aturalistic  domain attitudes 
primarily show interest and affection for wildlife and the outdoors. Attitudes in the 
eco log istic  domain place more emphasis on an intellectual understanding of nature than 
the naturalistic  domain (Kellert, 1980a). Ecologistic  interests are in the environment as a 
system and the interrelationships of animals. All three domains are closely related.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
CD■D
O
Q .
C
g
Q .
■D
CD
C/)
C/)
8
ci'
3
3"
CD
CD■D
O
Q .
C
aO3
"O
O
CD
Q .
■D
CD
C/)
C/)
Table 5 The original factor loadings using Principal C om ponents Analysis for the Kellert Animal attitude domain variables.
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Domain
Variable
BORED .75093 Scientistic
□IFF AN! .73732 Ecologistic
EVOLUTE .70446 Scientistic
ECOLOGY .67062 Ecologistic
TAXONOMY .61055 Scientistic
WALKING .53561 Naturalistic
DESIRE .47977 -.40019 Naturalistic
APPROVE -.74488 Utilitarian-Habitat
WETLAND -.71725 Utilitarian-Habitat
VANISH2 -.71016 Utilitarian-Habitat
PESTICIDE -.54044 Utilitarian-Habitat
CREATURE .50731 Ecologistic
LION 43038 Naturalistic
CHOICE .78916 Aesthetic
EXCITING .76497 Aesthetic
SYMBOLIZE .41520 Aesthetic
LOVE .81217 Humanistic
SATISFAC .79808 Humanistic
C0NSIDR2 .42538 Humanistic
HARVEST .80172 Moralistic
HUNTING .78815 Moralistic
NOTHING .49785 Moralistic
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Reliability analysis procedures using Cronbach's alpha were computed on the scales 
developed from the factors extracted with principal components analysis. In general, the 
reliability found in the animal attitude data was lower than the factor reliability^ found in 
the expected benefit data. To increase factor reliability, five o f the animal attitude 
variables were dropped.
Variables loading into factor one consisted o f the scientistic, naturalistic, and 
ecologistic animal attitude domains discussed previously. The variable desire loaded on 
both factors one and three. Due to its characteristic similarity with variables in factor one 
and the reliability coefficient value this variable provides to factor one. the variable desire 
was placed in factor one (Table 6).
All utilitarian-habitat domain attitude variables loaded into factor two. One 
variable each from the ecologistic {creature) and naturalistic {lion) domains also loaded 
into factor two. Reliability analysis indicated that by dropping these naturalistic and 
ecologistic variables from this factor, the factor's reliability would change .10 to .75. The 
ecologistic and naturalistic variables were dropped from this factor. Nothing further was 
done to this factor category until the factor scales were computed.
In factor three, the variables loading into the factor were from the aesthetic 
attitude domain. However, the aesthetic variable ,symbolize was dropped to increase 
factor reliability. By dropping the variable, factor reliability was increased from .58 to 
.65. The variables loading into factor four were variables from the humanistic domain. 
For factor five, all variables were from the moralistic animal attitude domain. To 
increase the reliabilitv for these factors, one variable from each factor was excluded. In
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factor four, the variable considrl was dropped. The same was done in factor five where 
the variable nothing was dropped. For factors three tlirough five, each factor contained 
two variables. Factor three consisted o f aesthetic domain variables. Factor four consisted 
o f humanistic domain variables and factor five contained moralistic domain variables.
Table 6. Factor loadings for the Kellert animal attitude dom ian variables and C ronbach’s Alpha reliability 
coefficients for each  factor group.
Scientistic-
Ecoiogistic-
Domain
Utilitarian
Naturalistic -Habitat A esthetic Humanistic Moralistic
Variable
BORED .75093
DIFF ANI .73732
EVOLUTE .70446
ECOLOGY .67062
TAXONOMY .61055
WALKING .53561
DESIRE .47977
APPROVE -.74488
WETLAND -.71725
VANISH2 -.71016
PESTICID -.54044
CHOICE .78916
EXCITING 76497
LOVE .81217
SATISFAC .79808
HARVEST .80172
HUNTING2 78815
Scale
Reliability .8109 .7450 .6540 .7733 .6322
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
55
After deciding the animal attitude variables for each factor, a factor scale for each 
factor was constructed. Each factor identilying name was chosen by the characteristics o f 
the variables making up that factor. For each respondent, a factor scale score for each 
factor was computed by using the additive sum of the importance ratings and dividing the 
number o f items on the scale. The names in factor order are scien tistic-ecologistic- 
.naturalistic, utilitarian-habitat^ aesthetic, humanistic, and m oralistic. At this point, 
factor analysis for all o f the attitudes was complete.
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Chapter 5 
RESULTS
Study results are reported in the following sections. Demographic data is reported 
under the heading o f visitor characteristics. Next the visitor group, group size and trip 
characteristics are reported in the visit and trip characteristics section. Visitors’ opinions 
about current rules and regulations or potential changes to rules and regulations are 
reported in the next section. Eagle knowledge and learning resulting from the eagle 
viewing visit are explained in the fifth section o f this chapter. Group spending habits and 
economic results for the Helena area are reported in the visitation and economic results 
section of this chapter. Lastly, the various visitor segment's animal attitudes are 
explained in the animal attitude section o f this study.
Visitor Characteristics
Analysis of the demographic data, revealed few significant differences among the 
segments. Gender representation for the entire study population was nearly equal. Males 
represented 52 percent and females represented 48 percent. Study population ages ranged 
from eighteen to eighty-three. Male ages ranged from twenty-two to eighty-three.
Female ages ranged from eighteen to eighty. As indicated in table 7, the mean ages tor 
the segment groups ranged from 44 to 49. Naturalists were the youngest and Passive- 
Piayers the oldest. However, nothing significant was found here.
56
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Table 7. Mean age  by benefit segm ent.
AGE
S tandard
Deviation
Naturalist 
(N=124) 
44 2
13.900
Nature- 
Affiliation 
(N=159) 
47.7
15.549
Segm ent
Passive-
Piayers
(N=61)
49.0
14.648
Enthusiasts
(N=32)
46.1
17.000
Signif.
.130
Most respondents came from population centers of five thousand to fifty thousand 
people (Table 8), and most were from Montana where few population centers containing 
more than fifty thousand people exist. It is interesting to note, the largest number of 
visitors coming from population centers o f over one million were from the Enthusiast 
segment. However, respondents came from twenty-eight states. No visitors from foreign 
countries were included or sampled in this study.
Table 8. R esidence a rea  size by benefit segm ent in percent
Population Category
Naturalist
(N=123)
Segm ent
Nature-
Affiliation
(N=160)
Passive-
Piayers
(N=62)
Enthusiast
(N=32)
Over 1.000,000 3 3% 2.5% 32% 15.6%
250,000 to 1,000,000 4.1% 1.3% 0.0% 3M%
50,000 to 250,000 163% 19.4% 16 1% 63%
5,000 to 50,000 577% 48.1% 62.9% 469%
1,000 to 5,000 T3% 7.5% 65% 9A%
Rural 73% 16.9% 97% 156%
Farm or R anch 4.1% 4.4% 16% 3 1%
C hi-Square Value OF Significance
28 623 18 053
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Al! groups reported high levels of education attainment (Table 9). Generally. 
Naturalists indicated the least amount o f education. About 22 percent of the Naturalists 
stated high school or vocational school as the highest education level.
Table 9. Education levels by benefit segm ent in percent.
Segm ent
Value
Naturalist
(N=124)
Nature-
Affiliation
(N=160)
Passive-
Piayers
(N=62)
Enthusiast
(N=32)
G rade School 0.0% 1.3% 1.6% 00%
High School 194% 15.0% 17.7% 15.6%
Vocational School 2.4% 3.1% 0.0% 3/%
Som e College 26.6% 206% 17 7% 28.1%
College G raduate 24.2% 30.6% 32.2% 25.0%
P ost G raduate 
Studies
27.4% 29.4% 30.6% 28.1%
C hi-Square Value DF Significance
8.854 15 ,885
Respondents were asked their occupation (Table 10). With many respondents 
from all segments indicating high levels o f education, there is no surprise in finding many 
professionals and manager/administrators. Retirees were common among all visitor 
segments. Naturalists usually were professionals, manager/ administrators, serv ice 
workers or retired. Nature-Affiliationists often were professionals, service workers, 
homemakers or retired. Usually, Passive-Piayers were professionals, 
manager/administrators or retired. Enthusiasts were mostly proiessionals. clerical ottice 
employees, students or retired.
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Table 10. O ccupations by benefit segm ent in percent.
Value
Naturalist
(N=122)
Segm ent
Nature-
Affiliation
(N=158)
Passive-
Piayers
(N=63)
Enthusiast
(N=32)
Professional 21.3% 30.4% 28.6% 28.1%
M anager/
Administrator 18.9% 7.0% 9.5% 6 3%
S ales W orker 5.7% 2.5% 32% 63%
Clerical/
Office W orker 4.1% 2.5% 79% 12.5%
Craftsm an 6.6% 2.5% 1.6% 6.3%
O peratives 2.5% 1.9% 3.2% 00%
Transportation &8% 1.9% 1.6% 00%
Laborer 0.0% 06% 32% 0.0%
Farm or Ranch 
Owner/M anager 0.0% 0.6% 00% 0.0%
Farm or Ranch 
Laborer 0.8% 0.0% 00% 0.0%
Service W orker 11.5% 11.4% 4.8% 0.0%
Student 33% 2.5% 1.6% 12.5%
Hom em aker 4.1% 10.8% 6.3% 0.0%
Retired 19.7% 234% 28.6% 28.1%
Armed Services 0.0% 1.3% 0.0% 00%
Unemployed 0.8% 0.6% 0.0% 0 0%
Chi-Square Value DF Significance
63.366 45 037
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For all groups, the most often indicated income ranges (Table 11) were between 
$20,000 and $40,000. Enthusiasts had the most even spread among the income 
categories. Passive-Piayers most often indicated the highest incomes.
Table 11. Income values by benefit segm ent in percent.
Segm ent
Value
Nature- 
Naturalist Affiliation 
(N=119) (N=150)
Passive-
Piayers
(N=58)
Enthusiast
(N=32)
Under $10,000 5.0% 2.7% 17% 9.4%
$10,000 to $20,000 14.3% 14.0% 1Z1% 15.6%
$20,000 to $30,000 29.4% 21.3% 19.0% 18.8%
$30,000 to $40,000 17.6% 17 3% 22.4% 21.9%
$40,000 to $50,000 16.8% 14.7% 8.6% 15,6%
$50,000 to $75,000 11.8% 1&3% 207% 15.6%
Over $75,000 5.0% 10.7% 15.5% 3M%
C hi-Ssquare Value DF Signif.
19.427 18 .366
Visitor's Group and Trip Characteristics
Each respondent was asked their source or sources for learning about the bald 
eagle concentration. The results are found in Table 12. Except Enthusiasts, each \ isitor 
segment primarily learned about the eagle concentration I'rom the media. Fassi\ e-Phners
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were the highest users o f the media as an information source. Enthusiasts primarily used 
family or friends as an information source. Visitors least likely to recall a prior visit were 
Passive-Piayers.
Table 12. Various source categories used  to learn about the bald eag le  concentration by benefit segm ent 
in percent. Visitors could indicate more than one source.
Segm ent
Value
Naturalist
(N=124)
Nature-
Affiliation
(N=158)
Passive
Players
(N=63)
Enthusiast
(N=32)
Signif.
PREVIOUS
VISITATION 20.2% 29.1% 15.9% 18.8% .110
TELEVISION 
AND RADIO 31.5% 36.7% 41.3% 21.9% 222
NEW SPAPERS AND 
MAGAZINES 63.7% 58.2% 60.3% 46.9% .649
FROM FRIENDS 
OR RELATIVES 46.0% 4 2 4 % 31.7% 56.3% .111
OTHER SOURCES 4.8% 6.3% 7.9% 0.0% .641
When contacted to take part in the study, almost two-thirds of the visitors were 
visiting for the first time. The results o f  the visitor segment responses for first-time 
visitation are in Table 13. Nature-Affiliationists were the segment most likely to have 
visited previously. However, Enthusiasts stated the largest number of previous visits.
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Table 13. The m ean group size by benefit segem ent. Also, those respondents that visited previously by 
benefit seg m en t in percent and their m ean  num ber of previous visits.___________________________________
Value
GROUP SIZE
PERCENTAGE 
OF PREVIOUS 
VISITORS
NUMBER OF
PREVIOUS
VISITS
Naturalist
(N=124)
3.5
33.3%
Segm ent 
Nature- Passive-
Affiliation
(N=159)
3.8
38.4%
Players
(N=63)
3.7
3 3 3 %
Enthusiast
(N=32)
3.1
3 1 3 %
2.1 3.8 2.4 3.9
Signif.
.573
823
.487
The visitor group type characteristics are explained in Table 14. About two-thirds 
o f all groups viewed the eagles with their families. Interestingly, the Passive-PIayer 
segment had the largest percentage of "family" visitation. However, the number of 
people in a Nature-Affiliation group was larger. Viewers most likely watching the eagles 
alone were Naturalists and Enthusiasts.
Table 14. The group type by benefit segm ent in percent.
Value
Naturalists
(N=123)
Segm ent
Nature-
Affiliation
(N=159)
Passive-
Piayers
(N=63)
Enthusiast
(N=32)
ALONE 8.1% 19 % 1.6% 9.4%
FAMILY 60.5% 6 7 9 % 71.4% 65.6%
FRIENDS 1 85% 18 9% 14.3% 188%
FAMILY & 
FRIENDS 12.1% 10.7% 12.7% 6.3%
CLUB OR 
ORGANIZTION 0 8 % 0 6 % 0 0 % 0 0%
C hi-Square Value DF Siqnif
11 991 12 446
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For all visitor groups, almost one half (Table 15) o f the respondents said they 
viewed the eagles for one to two hours. However, over half o f the passive players spent 
one hour or less viewing eagles. O f those viewing one hour or less. Passive-Piayers were 
significantly different from Naturalists and Enthusiasts. The Enthusiasts generally 
viewed eagles longer than the other groups.
Table 15. Viewing time by category and benefit segm ents in percent
Segm ent
Value
Naturalist
(N=123)
Nature-
Affiliation
(N=159)
Passive-
Piayers
(N=63)
Enthusiast
(N=32)
LESS THAN 
ONE HOUR 33.3% 39 0% 508% 344%
ONE TO 
TWO HOURS 51.2% 52.2% 41.3% 37.5%
TWO TO 
FOUR HOURS 13.0% 8.2% &3% 156%
MORE THAN 
FOUR HOURS 2.4% 0.6% 1.6% 12.5%
Chi-Ssquare Value DF Signif.
24.948 9 .003
Nearly all o f the respondents (96%) viewed the eagles from the Riverside View ing 
Area. Results for all segments and the areas viewed are in Table 16. Riverside Viewing 
Area was visited by all Enthusiasts. Both Naturalists and Enthusiasts equally attended 
viewing areas around Hauser Dam. Passive-Piayers and Nature-.Affiliationists equal!}'
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attended Canyon Ferry Visitor Center as the most frequent users o f that site. 
Surprisingly, Enthusiasts attended the Canyon Ferry Visitor Center least.
Table 16. The a reas  visited by benefit segm ent in percent.
Segm ent
Value
Naturalist
(N=121)
Nature- Passive- 
Affiliation Players 
(N=158) (N=63)
Enthusiast
(N=32)
Chi-Sq.
RIVERSIDE 
VIEWING AREA 97.5% 95.6% 9 2 1 % 100.0% .197
YORK BRIDGE 31.4% 25.9% 12.7% 2 1 9 % .179
AREAS AROUND 
HAUSER DAM 
AND LAKE 22.3% 18.4% 6 3 % 21.9% .170
CANYON FERRY 
VISITOR CENTER 52.1% 56.3% 46.9% 822
Most visitors brought some form o f equipment (Table 17) to enhance viewing of 
the eagles. Those least likely to bring any type of viewing equipment were the Passive- 
Players. While Enthusiasts brought spotting scopes, none brought a camcorder to record 
their eagle viewing.
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Table 17. Viewing equipm ent carried by category and benefit segm ent in percent. More than one type of 
equipm ent could be indicated._____________________ ___________________________________________________
Segm ent
Value
Naturalist
(N=123)
Nature-
Affiliation
(N=159)
Passive-
Players
(N=63)
Enthusiast
(N=32)
Chi-Sq
GROUP BROUGHT 
VIEWING EQUIP. 86.2% 88 1% 84.1% 875% .562
BINOCULARS 83.6% 88.2% 82.0% 87 1% .717
SPOTTING SCO PE 13.9% 139% 183% 25 8% .346
CAMERA WITH 
TELEPHOTO LENS 41.8% 37.1% 26.2% 35 5% .233
CAMCORDER 3.3% 33% 1.6% 03% .821
Respondents were asked their feelings about the presence of other viewers and 
other viewer's activities (Table 18A). Answers concerning the numbers o f other visitors 
encountered while eagle viewing ranged from none to over five hundred. The mode for 
both the Naturalists and Nature-Affiliation groups was twenty. For Passive-Players, the 
average was bimodal at thirty people or forty people. For enthusiasts, the mode was 
seventy-five.
Table 18A. The m ean num ber of other visitors seen  in percent by benefit segm ent.
Segm ent
Value
Naturalist
(N=124)
Nature-
Affiliation
(N=158)
Passive-
Players
(N=63)
Enthusiast
(N=32)
Prob.
NUMBER OF
OTHER
VISITORS 43.5 3 9 3 42.0 34 1 .743
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When asked their feelings about the number o f other viewers (Table 18B). all 
groups responded similarly. All groups stated; the number present did not matter or the 
number o f others was about right. Enthusiasts least felt the number present did not 
matter.
Table 18B. R esponden t's  feeling about the num ber of other visitors in percent by segm ent.
Segm ent
Naturalist
(N=123)
Nature-
Affiliation
(N=156)
Passive-
Players
(N=62)
Enthusiast
(N=32)
Value
SAW FAR 
TOO FEW 0.8% 06% 00% 3 1%
SAW TOO 
FEW 4.2% 9.6% 3.2% 63%
ABOUT RIGHT 41.6% 314% 24.2% 43.8%
SAW TOO 
MANY 5.8% 5 1% 65% 6.3%
SAW FAR 
TOO MANY 49% T3% 32% 3d%
DID NOT 
MATTER 39.9% 51.3% 61.3% 34.4%
DO NOT 
REMEMBER &6% 0.6% 16% 3114
C hl-Ssquare Value OF Siqnif.
24.800 21 .256
Each respondent was questioned about human caused sound (Table 19). Few 
passive players and enthusiasts heard any human caused sound. For those hearing human 
caused sounds. Naturalists doubled the number of Passi\e-Players or Enthusiasts and 
were different from the other segments. Respondents' feelings about human sounds were
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mixed. Nearly half o f the respondents were not disturbed by human sounds. As 
expected, the Naturalists were the most disturbed by human sounds. More respondents 
from the Passive-Players segment stated the sounds did not matter than the respondents 
from all the other groups combined.
Segm ent
Value
Naturalist
(N=124)
Nature-
Affiliation
(N=157)
Passive-
Players
(N=63)
Enthusiast
(N=32)
Chi-Sq.
VISITORS 
HEARING HUMAN 
SOUNDS 51,6% 43.9% 3 1 7 % 34.4% .0356
VISITOR'S
FEELINGS;
NOT DISTURBED 48,4% 55.1% 45.0% 63.6%
WAS DISTURBED 26.6% 2 1 7 % 15.0% 18.2%
DID NOT MATTER 14.1% 15.9% 40.0% 9 1%
DO NOT REMEMBER 10.9% 7 2 % 0.0% 9.1%
C hi-Ssquare Value OF Siqnif.
10.894 9 .283
Respondents were asked their feelings about the number of vehicles at the 
viewing area and others' vehicle entrance speed (Table 20). Most respondents trom all 
segments replied that the vehicle numbers and the entrance speeds were about right. 
Many also stated the number of \ chicles and their entrance speeds went unnoticed.
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Passive-Players were the least attentive to vehicles and the entrance vehicle speeds. 
Enthusiasts replied much differently than the other segments in the category the number 
o f other's vehicles did not matter.
Table 20. R espondent's  feelings about the num ber of other's vehicles by benefit segm ent in percent.
Segm ent
Value
Naturalist
(N=123)
Nature-
Affiliation
(N=159)
Passive-
Players
(N=63)
Enthusiast
(N=32)
SAW FAR TOO FEW 0.8% 3 1% 0.0% 3.1%
SAW TOO FEW 4.1% 63% 4.2% 9.4%
ABOUT RIGHT 35.0% 34.6% 19.0% 46.9%
SAW TOO MANY 8.9% 50% 63% &3%
SAW FAR TOO MANY 4.9% 0.6% 22% 21%
DID NOT MATTER 43.9% 427% 65.1% 221%
DO NOT REMEMBER 24% 06% 1.6% 21%
C hi-Ssquare Value DF Siqnif.
26.262 18 .094
Visitation and Economic Results
Respondents were asked to report their advance planning for viewing the eagles 
(Table 21 ). Naturalists and Passive-Players spent the least amount o f planning time and 
most often visiting the same day. Enthusiasts spent the most time making long term
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Table 21. Advance planning for the eagle visit by benefit segment in percent
Segment
Naturalist
(N=124)
Nature-
Affiliation
(N=160)
Passive-
Players
(N =63)
Enthusiasts
(N=32)
Value
SAME DAY 
AS VISIT 3 0 6 % 2 3 8 % 33.3% 1 8 8 %
DAY BEFORE 
VISIT 19.4% 2 2 5 % 2 7 0 % 2& 0%
TWO TO THREE 
DAYS BEFORE 
VISIT 18.5% 21.9% 1 4 3 % 18 8%
FOUR TO SEVEN 
DAYS BEFORE 
VISIT 16.1% 1 8 8 % 17.5% &3%
TWO WEEKS 
BEFORE VISIT 11.3% 7 ^ % 3.2% 15.6%
MORE THAN TWO 
WEEKS BEFORE 
VISIT 4.0% 5.6% 4 8 % 15.6%
Chi-Square Value DF Siqnif.
19.427 15 .195
For the entire eagle concentration period, nonresident visitors spent approximately 
7,900 in the I lelena area during their eagle viewing trip. Amounts spent by members 
of Lewis and Clark and Broadwater Counties are not included in the economic results. 
Table 22 contains a breakdown on the spending results b\ each segment.
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Table 22. The mean nights spent visiting the Helena Area, and the mean spending results for various 
spending categories by benefit segment.
Value
Naturalist
(N=77)
Segment
Nature-
Affiliation
(N=94)
Passive-
Players
(N=39)
Enthusiast
(N=22)
Signif.
Nights spent 
visiting 
Helena Area .914 .786 1.029 1.579 .330
Amount spent 
on Lodging $17.66 $11.99 $14.78 $10.00 .805
Amount spent 
on Food and 
Beverages $22.93 $21.10 $24.08 $18.30 .877
Amount spent 
on Gas and 
Oil $10.43 $9 78 $5.83 $8.10 .313
Amount spent 
on Other 
Purchases $5.16 $6.12 $17.31 $5.25 .436
Total spent 
per segment 
group in 
area $56.18 $48,99 $62.00 $41.65 .831
The largest spending category was food and beverages at $24,100. Passive- 
Players. the highest buyers of food and beverages, were bimodal at ten and twenty dollars. 
About 40 percent o f the Enthusiasts stated no food or beverage purchases.
Naturalists were the segment most likely to make a food or beverage purchase with 7) 
percent stating so.
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Lodging accounted for the next highest spending category $16,400 spent by non- 
Helena area visitors. Four Naturalists showed spending between one hundred and two 
hundred fifty dollars on lodging. However, the Enthusiast segment showed the most 
overnight stays. The Enthusiast overnight stays are probably overstated because only 
nineteen Enthusiasts were not from the Helena area. One Enthusiast stated staying in 
Helena for nine nights.
Estimated purchases for the Gas and Oil category total $10,400. While being the 
highest spenders in the other categories, Passive-Players spent the least for gas and oil 
purchases with nearly two-thirds stating no purchase. Naturalists, nearly 60 percent, 
made the most gas and oil purchases.
Spending in the Other Purchases category is estimated at $7,000. One third o f the 
Enthusiasts stated making Other Purchases expenses. Most groups spent between five 
and six dollars on Other Purchases. Nature-Affiliationists were the least likely to have 
expenses in this category.
The Other Purchases category is confounded by one person in the Passive-Players 
group. One Passive-Player spent five hundred dollars in this category. This purchase 
places the Passive-Player spending at $14.69 per group. Thus, the Passive-Players are the 
largest spenders in this category. If the large purchase is not included. Passive-Player 
spending in this category becomes $1.92. Passive-players then become the least spending 
segment in the Other Purchases category.
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Visitor Reaction to Rules and Regulations
Over half o f the total visitors were aware that special rules and regulations existed 
(Table 23). However, over half o f the Passive-Player and Enthusiast segments suggested 
no knowledge or were unsure o f rules and regulations. Interestingly, Nature- 
Affiliationists showed more knowledge about "where" and "why" rules exist than that 
rules and regulations exist at all. Visitors' opinions about the necessity o f closures are 
mixed. Most Nature-Affiliationists and Enthusiasts believe the closures are necessary. 
Just under half o f the Passive-Players reply rules and regulations are unnecessary.
Table 23. Visitor's awareness and opinions for the existence of rules and regulations by benefit segment in 
percentage.
Naturalist
(N=120)
Segment
Nature-
Affiliation
(N=157)
Passive-
Players
(N =62)
Enthusiast
(N=31)
Chi-sq.
Value
VISITOR IS 
AWARE RULES 
AND REGS. 
EXIST 51.7% 5 ^ 3 % 4 6 8 % 48.4% .604
ADEQUATE INFO 
CONCERING WHERE 
CLOSURES EXIST 4 S 7 % 57.9% 39.5% 59.0% 2 6 8
ADEQUATE INFO 
CONCERNING WHY 
CLOSURES EXIST 3 9  5% 59.0% 48.6% 36 4% .0 9 6
VISITOR'S
OPINION CLOSURE 
IS N E C E S S A R Y 6 7 9 % 8 2  2% 54.1% 7 7  3% .035
Over half of the respondents felt the rules and regulations did not affect their eagle 
viewinu. Table 24 shows the results o f the visitor's fcclinus about rules and regulations.
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It is noteworthy, 20 percent o f the Naturalists felt rules and regulations "somewhat" 
detracted from their experience. The message is unclear when looking at the Enthusiasts. 
About 25 per cent of the enthusiasts said the rules and regulations greatly added to their 
experience. Another 20 per cent said the rules and regulations "somewhat" detracted 
from their experience.
Table 24. Respondent's feelings toward restrictions or closures by benefit segment in percent
Value
Naturalist
(N=81)
Segment
Nature-
Affiliation
(N=106)
Passive-
Players
(N =39)
Enthusiast
(N=20)
RESTRICTIONS 
GREATLY ADDED 
TO MY EXPERIENCE 11.1% 7 5 % 10.3% 2 5 0 %
RESTRiClONS 
SOMEWHAT ADDED 
TO MY EXPERIENCE 4 9 % 14.2% 5  1% 0.0%
RESTRICTIONS DID 
NOT ADD TO NOR 
DETRACT FROM MY 
EXPERIENCE 5 8  0% 64,2% 61.5% 5 5  0%
RESTRICTIONS 
SOMEWHAT DETRACTED 
FROM MY EXPERIENCE 21.0% 1 0 4 % 1 7 9 % 20.0%
RESTRICTIONS 
GREATLY DETRACTED 
FROM MY EXPERIENCE 4.9% &8% 5.1% 0 0 %
Chi-Ssquare Value DF Siqnif.
17.446 12 .134
In case of future increased visitation, the respondents were offered two eagle 
viewing alternatives (Table 25). Alternative one involved the viewers parking their 
automobiles away from the viewing site and walking to \ iew the eagles. It visitors were 
willing to park and walk, they were asked to state the number of minutes the\' would
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willingly walk. Most visitors stated they were willing to park and walk. Passive-Players 
were the least willing visitor segment to accept this alternative. Most visitors were 
willing to walk about fifteen minutes.
Table 25. Willingness to park elsewhere and walk to the viewing site or willing to park elsewhere and pay a 
transportation fee to the viewing site by benefit segment in percent.
Value
Naturalist
(N=122)
Segment
Nature-
Affiliation
(N =159)
Passive-
Players
(N =62)
Enthusiast
(N =31)
Signif.
PARK ELSEWHERE 
AND WALK TO 
EAGLE VIEWING 
SITE (Percent 
Willing) 87.7% 86.8% 77.4% 87.1% .258
NUMBER OF 
MINUTES VISITOR 
IS WILLING 
TO WALK 
(Minutes) 15 5 14.8 13.3 17.9 3 9 6
PARK ELSEWHERE
AND PAY FEE FOR
TRANSPORTATION
(Percent
Willing) 35.2% 3 5 0 % 16.1% 32.3% .037
AMOUNT WILLING 
TO PAY PER 
INDIVIDUAL 
(Dollars) $1.31 $1.19 $0.65 $ 1 0 2 .165
The second alternative involved the respondent's willingness to park elsewhere 
and pay for transportation to the viewing site. Those respondents willing to use this 
alternative were asked to state the amount this service should cost per individual. Man)' 
respondents were less willing to use this alternative. Passive-Players significantly least 
wanted this alternative. The mean amounts visitors were willing to pay ranged trom 
sixty-live cents by the Passivc-Players to $1.31 by the Naturalists.
I'inallv, visitors were asked to state their agreement with live statements about
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protecting the eagles (Table 26). Visitors generally preferred eagle protection rather than 
protecting viewing rights. For those giving preferences to the viewers, instead of the 
eagles, the Passive-Players showed the highest wishes.
Table 26. Respondent's feelings about eagle protection by benefit segment in percent
Value
Naturalist
(N=119)
Segment
Nature-
Affiliation
(N=156)
Passive-
Players
(N=63)
Enthusiast
(N=31)
IT IS NECESSARY 
THAT ALL AREAS 
USED BY BALD 
EAGLES BE CLOSED 
TO VISITORS. 1 7 % 3 2 % 1.6% 3  2%
GENERALLY, IT 
IS PREFERABLE TO 
CLOSE AREAS WHERE 
VISITOR PRESENCE 
NEGATIVELY IMPACTS 
BALD EAGLES. 76.5% 73.7% 63.5% 71.0%
IT IS HARD TO 
DECIDE WHETHER 
AREAS SHOULD BE 
CLOSED OR NOT. 11.8Tt 9.0% 1 2 7 % 9.7%
GENERALLY, IT IS 
PREFERABLE IF 
VISITORS ARE 
ALLOWED TO VIEW 
EAGLES WHEREVER 
THEY WISH 1&1% 13 5% 1 5 9 % 1 2 9 %
IT IS NECESSARY 
THAT VISITORS BE 
ALLOWED TO VIEW 
BALD EAGLES 
WHEREVER THEY WISH. 0.0% &6% 6  3% 3 2 %
Chi-Square Value DF Signif.
15.961 12 .193
Most visitors met with the Department of Fish, Wildlile and Parks personnel or 
their \olunteers at the viewiim site or at the \ isitor center. Passi\ e-Pta\ers were
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significantly less likely to ask questions or speak with DFWP personnel. Table 27 shows 
that respondents' meetings with Department o f Fish, Wildlife and Parks personnel or their 
volunteers were helpful.
Table 27. Visitor interaction with Departm ent of Fish, Wildlife and Parks personnel by benefit segm ent in 
percent.
Segm ent
Value
Naturalist
(N=123)
Nature-
Affiliation
(N=160)
Passive-
Piayers
(N=63)
Enthusiast
(N=31)
Signif.
VISITOR MET 
DPT. OF FWP 
PERSONNEL 
DURING VISIT 75.6% 75.6% 5W0% 80.6% .004
(N=92) (N=120) (N=35) (N=25)
DEPT. OF FWP 
PERSONNEL WERE 
HELPFUL 88.0% 87.5% 80.0% 92.0%
VISITOR ASKED 
NO QUESTIONS 1&9% 108% 14.3% 8.0%
DEPT. OF FWP 
PERSONNEL WERE 
NOT HELPFUL 1.1% 1.7% 5.7% 00%
Chi-Square Value DF Significance
4.455 6 .615
Most visitors stated the park's personnel added to their eagle viewing experience 
(Table 28). Passive-Players were almost significanth' different trom the other visitor
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segments on their feelings about the Department o f Fish, Wildlife and Parks personnel 
and volunteers.
Table 28. Visitor's opinions on the effect of Departm ent of Fish, wildlife and Parks personnel by benefit
Naturalist
N=94)
Segm ent
Nature-
Affitiation
(N=121)
Passive-
Players
(N=36)
Enthusiast
(N=24)
DEPT OF FWP 
PERSONNEL’S 
AFFECT ON VISIT
ADDED TO 
EXPERIENCE 81.9% 818% 6^9% 917%
DETRACTED
FROM
EXPERIENCE 1.1% 1.7% 8 3% 00%
NEITHER 
ADDED NOR 
DETRACTED 17.0% 16.5% 27.8% &3%
Chi-Square Value DF Signif.
12.529 6 051
Many viewers had received prior information about the number ot eagles counted 
every Thursday during the migration concentration. Table 29 shows the number o f eagles 
expected for viewing and the number of eagles seen during viewing. Enthusiasts showed 
the highest expectations. Passive-Players had the lowest expectations. Enthusiasts also 
saw the most eagles during their visit. Naturalists and Passive players saw the least.
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Table 29. The mean number of eagles expected prior to the eagle viewing experience and the
Naturalist
Segm ent 
Nature- Passive- 
Affiliation Players Enthusiast Prob.
Value (N=123) (N=155) (N=63) (N=30)
NUMBER OF 
EAGLES 
EXPECTED 
TO VIEW 59.1 54.7 49.8 65.5 .701
NUMBER OF
EAGLES
VIEWED 17.6 23.0 17.6 25.1 .186
Visitor Knowledge
Each respondent was asked sixteen questions concerning knowledge about 
eagles. This knowledge came from the viewing experience or interpretative information. 
All information to answer the questions was easily obtained by reading the brochure or 
viewing displayed information at the visitor center. Table 30 contains the results for the 
true-false questions. No respondent scored 100 percent correct answers. Several missed 
only one question.
Respondents in the Naturalist group did better than respondents in the other 
groups. Naturalists scored the highest percentage on five o f the questions and never had 
the lowest scoring percentage for any question. Members ot the Nature-Attdiation 
segment scored the highest on four questions and the lowest on two. Passi\ e-Player 
responses yield mixed results. This group equaled the Naturalists by scoring the highest 
correct percentage on five questions. However, Passive-Players scored the least correct 
percentage on six questions. Enthusiasts did the poorest o f all the segmented groups.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
7 9
However, Enthusiasts were the segment least likely to visit the Canyon Ferry Visitor 
Center. This low visitor center visitation may be a possible reason for that segment's poor 
results.
Table 30. True-False questions and answ ers by benefit segm ent in percent.
STATEMENT
(Answer)
Bald eag les are  
an endangered  
species.
(True)
6 9 4 %
Segm ent
Nature- 
Naturalist Affiliation
65.2%
Passive-
Players Entfiusiast
6 0 3 % 67.7%
Sign.
.760
Bald eag les 
concentrate at 
the Riverside 
Vie\wing Area 
throughout the 
year.
(False)
89.4% 9 0 0 % 889% 84.4% .883
Bald eag les  
concentrate  at 
the Riverside 
Viewing Area 
b ecau se  of the 
abundance  of 
Kokanee. 
(True)
91.1% 91M7k 95.2% 87,5% .721
Bald eag les  
generally arrive 
at the  Riverside 
Viewing Area 
from the  North. 
(True)
67.2% 68 1% 57.1% 56.3% .451
Golden eag les  are 
a s  num erous a s  
bald eag les during 
this eag le  
concentration. 
(False)
5 1 2 % 46 3% 40 3% 43 8T .118
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Table 30. True and False Questions Continued
Segm ent
Naturalist
Nature-
Affiliation
Passive-
Players Enttiusiast Sign.
S tatem ent
The salm on in 
the H auser Lake 
w ere introduced 
by people.
(True)
41.0% 49,7% 54.0% 40.6% .184
The bald eag le  
population is 
generally 
declining. 
{False)
54.5% 58.1% 556% 43 8% 442
Bald eag les 
generally lay 
one to three 
eggs in March 
or April.
(True)
38.5% 327% 33.9% 46.9% .334
Bald eag les 
attain maturity 
and their 
distinctive 
white h ead s  and 
tails a t age  
three years. 
{False)
130% 132% 95% 6 3% .739
Today, there 
is plenty of 
protected 
habitat for 
nesting and 
wintering of 
bald eag les. 
{False)
16% 488% 38 1% 406% 466
The w ingspan of 
an adult bald 
eagle is six to 
seven  and one 
half feet.
(Tnie)
78.0% 80 6% 762% 813% 365
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Table 30. True and False Questions Continued.
81
Naturalist
Segm ent
Nature-
Affiliation
Passive-
Players Enthusiasts Sign.
An eag le  may 
s e e  th ree tim es 
better than a 
human.
(True)
7&2% 75.0% 8 1 0 % 7 8  194 6 1 5
The adult fem ale 
bald eag le  is up 
to thirty percent 
larger than the 
adult male. 
(True)
30.9% 28.3% 19.0% 21 .9% .172
The main cau se  
for a decline in 
the bald eagle 
population w as 
pesticides and 
DDT.
(True)
69.7% 6 6 3 % 71.4% 6 5 6 % 1 68
An eag le  can 
spot a small 
animal up to one 
mile away.
(True)
74.6% 6 7 5 % 61.9% 6 2 5 % .643
The salm on at 
H auser Lake 
are  not native. 
(True)
48.4% 48.1% 58.7% 37.5% .5 6 5
AVERAGE TOTAL 
NUMBER OF 
CORRECT ANSWERS 
FOR EACH SEGMENT 9.6 9.2 9.0 8.5 .295
Visitor Animal Attitudes
To determine visitor's animal attitudes, each respondent was asked to read twent>-
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two statements about animals or animals' habitat. Each respondent was asked to state the 
amount o f agreement or disagreement about those statements. Agreement ranged from 
strongly agrees (coded 1) to strongly disagrees (coded 4). If a respondent had no 
opinion about the statement, a response for no opinion (coded 5) was acceptable. Before 
factor analysis, there were at least three statements for each attitude domain. The mean 
for each benefit segment's animal attitude is shown in Table 31.
Table 31. The m ean animal attitudes by benefit segm ent
Segm ent
Natural
(N=123)
Nature-
Affiliation
(N=160)
Passive- 
1 Players 
(N=62)
Enthusiasts
(N=32)
Prob.
Attitude
Scientistic-
Ecologistic-
Naturatistic 2.0 2.0 2.4
(a)
1.9 .001
Utilitarian-
Habitat 3.4 3.3 3.0
(b)
3.3 < 0 0 0
Aesthetic 2.0 1.9 1.8 2.2 .131
Humanistic 1.8 1.9 2.6
(a)
1.6 <001
Moralistic 3.0
(c)
3.3 3.5 3,1 ,001
(a) The Passive-P layer segm ent is significantly lower than the other segm ents.
(b) The Passive-Player segm ent is significantly lower than the Naturalist and Nature-Affiliation segm en ts
(c) The Naturalists segm ent is significantly higher than the Nature-Affiliation and Passive-Player 
segm en ts
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Most visitors are interested in scientistic-ecologistic-natiiralistic discussions o f 
animals and how animals fit into their environment. Enthusiasts show the strongest 
scientistic-ecologistic-naturalistic attitude toward animals. Passive-Players have the 
weakest attitude in this domain with many not caring about animals and how they fit into 
their environment. The Passive-Players were significantly lower than the other segments 
in their scientistic-ecologistic-mturalistic attitude. Surprisingly, Nature-Affiliationists 
and Naturalists were almost equal in their attitudes shown toward animals and their 
environment.
Most of the eagle viewers do not possess a iitilitanan-habitat attitude. People 
who hold this attitude are concerned with the practical or material value o f animals. 
Naturalists hold the weakest utilitarian-habitat attitude of any of the segments. 
Enthusiasts and Nature-Affiliationists are very similar to the Naturalists in their 
disagreement toward using animal habitat for human purposes. Passive-Players held the 
strongest ittilitarian-habitat attitude. However most showed moderate disagreement with 
this attitude domain. The Passive-Players were significantly stronger than the Naturalists 
and Nature-Affiliationists in their utilitarian-habitat attitude.
The Nature-Affiliation and Passive-Player segments had the strongest agreement 
with the positive aesthetic domain statements. The aesthetic attitude domain deals 
primarily with interest in the artistic and symbolic characteristics of animals.
Respondents from the Naturalist segments also show moderate agreement toward this 
attitude. Members of Enthusiast segment hold the weakest aesthetic domain attitudes.
No groups were signilicantly different in the aesthetic domain.
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Humanistic animal attitudes involve strong affection and love for animals, 
especially pets. The results o f this attitude domain suggest Naturalists and Nature- 
Affiliationists moderately agree in their love of pets. Enthusiasts hold the strongest 
attitude toward their affection of animals. Passive-Players significantly place less love 
and affection on animals and pets by showing more disagreement than agreement in this 
domain.
People with a moralistic attitude have concern for the right and wrong treatment 
o f animals, with a strong opposition for inhumane treatment or cruelty to animals. For 
the moralistic animal attitudes, all segments indicated disagreement with this attitude. 
Naturalists and Enthusiasts moderately disagreed with statements in this domain. Nearly 
half o f the Passive-Players held strong disagreement with this attitude. Nature- 
Affiliationists followed the Passive-Players very closely in their disagreement with this 
attitude domain. Naturalists were significantly stronger than the Nature-Affiliationists 
and Passive Players in their moralistic attitude. Members from all groups may have 
construed that holding this attitude meant hunting was bad.
Members o f the Enthusiast and Passive-Player segments have the largest 
differences in their strengths o f feelings for the scientistic-ecologistic-naturalistic, 
aesthetic, humanistic and moralistic attitudes. The Passive-Player and Naturalist 
segments showed the greatest differences in their utilitarian-habilot attitudes. Nature- 
Affiliationists tended to be the most neutral benefit segment.
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CHAPTER 6 
CONCLUSIONS AND RECOMMENDATIONS
Segment Findings
The results from this study show segmentation based upon the benefits visitors 
sought yielded four different visitor segments. These visitor segments differed in their 
motivations to watch eagles and in their evaluations o f the eagle viewing experience. A 
recapitulation o f differences among the segments is discussed in the following 
paragraphs.
Enthusiasts
Enthusiasts are highly motivated to find out about nature and escape the
pressures o f daily life. This segment also has the highest motivation scores for personal
development and association with family and friends. Membership in this segment was
the smallest at 8 percent o f the visitors. Most Enthusiasts relied upon information from
friends or relatives as a source o f learning about the eagle concentration. These same
Enthusiasts spent the most time making long-term plans preparing for their eagle
viewing visit. Also, Enthusiasts spent the longest time at the eagle viewing site and was
the segment that most often spoke with the Department of Fish. Wildlife and Parks
personnel. However, this group did the poorest on the true-false questions. Among all
segments, members o f the Enthusiast segment possessed the strongest attitudes in the
scicntistic-ecologistic-naluraHstic and liiimani.slic animal altitude domains. This
85
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segment also had the weakest aesthetic animal attitude among the segments.
Naturalists
Naturalists are similar to Enthusiasts in their recreation benefits sought, except 
personal development is less important to Naturalists. This segment had the youngest 
mean age at 44 years, showed the least amount of higher education and had the lowest 
incomes. Many Naturalists learned about the eagles from newspapers and magazines. 
Members o f the Naturalist group were the segment most aware o f other visitors and 
were the segment most sensitive to human sounds. This group least liked viewer 
restrictions, but showed the strongest feelings toward closing areas where human 
presence negatively impacts the eagles. The total mean scores on the true-false 
questions were the highest for Naturalists. Regarding Naturalist's animal attitudes, this 
group had the weakest utilitarian- habitat attitude among the segments. While 
members of all segments disagreed with the moralistic statements, the Naturalists 
showed the strongest disagreement with statements in the moralistic domain.
Nature-Affiliationists
The Nature-Affiliationists were the largest segment with 42% of the cases and 
were motivated toward nature and friendships or family ties. Nature-Affiliationists 
place low values on escape from daily life and personal development or achievement. 
Members of this segment reported the most previous experiences. View enhancing
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equipment was carried most often by this segment. This segment was the one most 
aware that rules and regulations existed. Also, members o f this segment had the highest 
percentage o f respondents saying restrictions did not add to nor detract from their visit. 
Regarding opinions that closures are necessary, the Nature-Affiliationists showed the 
largest agreement. Members of this segment never possessed the strongest or weakest 
attitudes in any of the animal attitude domains studied.
Passive-Players
Passive-Players have weak attitudes toward nature and affiliation and place 
almost no importance on escape from daily pressures or personal development. This 
segment had the oldest mean age at 49 and the highest incomes. Visitors from this 
segment showed the largest percentage o f family visitations. Respondents from this 
segment viewed the eagles the least amount o f time but visited Canyon Ferry Visitor 
Center most often. Eagle viewing equipment was carried least by this segment. Those 
visitors least likely to speak with the Department o f Fish, Wildlife and Parks personnel 
or their volunteers were Passive-Players. Passive-Players were least affected by the 
number o f other visitors, other visitor's vehicles or other visitor's sounds. Visitors trom 
the Passive-Player segment spent the least amount o f time in prior visitation planning. 
Manv Passive-Players were unaware o f the existence ot rules and regulations and had 
the least percentage of opinions that restrictions are necessary. The aesthetic animal 
altitude is the Passive-Players strongest attitude. Members in this segment possessed the
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weakest scientistic- ecologistic-naturalistic and humanistic attitudes. Passive-Players 
were the segment reporting the most agreement with utilitarian-habitat statements.
This segment also stated the most disagreement with moralistic animal attitude 
statements. During statistical analysis, significant differences were found between 
Passive-Players and members o f other segments regarding the Moralistic and 
Humanistic animal attitudes.
From the description o f the highlights describing each segment. Enthusiasts were 
the segment most involved in their eagle viewing experience. However, this segment 
showed the poorest results for the true-false questions. A possible reason is members in 
this segment were the least likely group to visit Canyon Ferry Visitor Center. Members 
o f  the Enthusiast segment showed high motivations for personal development and these 
members may prefer to learn about eagles on their own. These may be possible reasons 
for the poor true-false scores and the least amount of visitor center visitation.
Members in the Nature-Affiliationist segment appear most similar to an 
"average" visitor. Naturalists are more like the Enthusiasts but their eagle viewing 
motivation levels were less than those of Enthusiasts. The Naturalists, like the 
Enthusiasts, were more keenly aware o f the rule and regulation restrictions and were 
concerned about human impacts to the eagles.
It appears that Passive-Players have not taken a very active role in their eagle 
viewing experience. Members in this segment were not \ ery observant about the 
presence of other viewers and were the segment least aware ot rules and restrictions.
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The Passive-Players segment were most likely to visit the Canyon Ferry Visitor Center. 
Perhaps the reason this group went to the visitor center most was because this segment 
had the largest percentage of family visitation.
Concerns
Factor Analysis Results from the Kellert Attitude Domains
It is unfortunate the scientistic ecologistic and naturalistic animal attitude 
domains factored into the same factor. The reason these domains did not factor 
separately is unsure. It is possible that the respondents could not differentiate the 
differences in these domains from the questions asked. Another possibility is that too 
few questions were asked in each domain. With all o f the other information sought in 
this study’s questionnaire, it was difficult to include more than three questions for each 
domain.
In the questionnaire pre-test, six statements in each domain were asked of the 
pretest respondents. The data from the pre-test was factor analyzed and reliability 
analysis was performed. The questions chosen for the questionnaire were those having 
the highest reliability on the pre-test. If future questionnaires are to be administered 
with Kellert animal attitude statements, a larger number o f animal attitude statements is 
recommended. When Stephen Kellert has administered his animal attitude studies, his 
questionnaires dealt mostly with animal attitude statements and demographic questions.
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The Kellert study regarding American's attitudes about animals (1980a) contained more 
than 60 questions and took an hour to administer over the telephone.
Rules and Regulations Awareness
In 1984, a bald eagle viewer study was performed by Jeffrey Frost concerning 
the eagle concentration at Glacier Park (Frost, 1985). Frost's study did not segment the 
bald eagle visitors but, instead reported findings on the "average” visitor. Results from 
the Frost study indicate Glacier Park viewers had high awareness (87 percent) o f the 
rules and regulations enforced during the eagle migration concentration. Rules and 
regulations awareness by Glacier Park visitors is much higher than the visitors to 
Riverside Viewing Area at just over 50 percent. Over 80 percent of the 1984 visitors 
stated they had information concerning "where” and "why” these closures existed. 
Viewers from the 1984 study were asked seven questions concerning their eagle and 
kokanee knowledge. The results from these 1984 visitors showed 74.2 percent o f the 
visitors incorrectly answering two or fewer questions. Results from the 1984 eagle 
viewers create two concerns about the results from viewers in this study.
Most of the 1992 visitors have very little understanding that rules and 
regulations exit or "why" and "where" they exist. All visitors did poorly on the tme- 
false questions. This indicates that current information \ ehicles are not adequately 
conveying to the visitors management's resource protection information or the 
interpretative information.
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In the questionnaire, respondents were asked many questions concerning rules 
and regulations. The results from the questionnaire suggest most visitors have little 
common knowledge concerning the rules and regulations or "where" and "why" they 
exist. Except the Nature-Affiliationists, about half the respondents were aware that 
rules and regulations existed. About 60 percent o f the Nature-Affiliationists were aware 
o f rules and regulations. Surprisingly, Nature-Affiliationists stated more knowledge 
about "why" closures exist than reported awareness that closures did exist. Except 
Passive-Players, over two-thirds o f the other segments had opinions that closures are 
necessary. Also, nearly two-thirds of the segments stated the rules and regulations did 
not adversely affect their experience.
Information must be better conveyed or other information vehicles used to 
provide visitor awareness o f area closures and the reasons for those closures. It is 
recommended that signs with an area map o f the closed areas and roads be placed at 
York Bridge, the Canyon Ferry Visitor Center and Riverside Viewing Area. Almost all 
o f the visitors used Riverside Viewing area and visitors could read the signs during their 
viewing experience. Due to Riverside Viewing Area's size, at least two signs should be 
posted there. Another possibility for advising the visitors about the area and road 
closures is in the interpretative brochure. This brochure is given to the visitors as they 
arrive at Riverside Viewing Area.
Naturalists, Passive-Players and Nature-Atflliationists stated they learned about 
the eagle concentration primarily from newspapers and magazines. Many Passive-
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Players also learned about the eagle concentration from television and radio. Short 
articles in these media sources could provide visitors information about area closures 
and general knowledge about the eagles.
Visitor Learning
Another concern results from the true-false questions. The respondents were not 
asked if  they read the brochure given them at the viewing site. However, respondents 
were asked if  they visited Canyon Ferry Visitor Center which serves as the other 
primary information source. The segment visiting Canyon Ferry Visitor Center most 
often was the Passive-Players. However, the Passive-Players had the second poorest 
total mean score on the true-false questions. Enthusiasts were least likely to visit 
Canyon Ferry Visitor Center and had the poorest total mean score on the true-false 
questions.
Recommendations for improving visitor knowledge are complex. For eagle 
viewing motivations, the Enthusiasts scored highest and Passive-Players scored the 
lowest. Both segments scored poorly on eagle knowledge questions. With such a 
contrast in viewing motivations, it is difficult to determine the proper way to better 
convey eagle information to these segments. Enthusiasts scored the highest on personal 
development motivations and in the scientistic-naturalistic-ecologistic animal attitudes. 
Yet, they were the segment least likely to view displays at Canyon Ferr>' Visitor Center 
and possibly gain more knowledge about the eagles and kokanee.
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The areas along the river at Riverside Viewing Area are open. Another way of 
protecting the eagles from visitor impact is to create blinds. Interspersed among these 
blinds could be interpretative information boards depicting the information included in 
the brochure. Visitors will attend Canyon Ferry Visitor Center only if they are 
motivated. Perhaps, by providing more viewing site information, viewers may be 
motivated to gain additional eagle and kokanee knowledge at Canyon Ferry Visitor 
Center.
Possible Regulation Alternatives
In the questionnaire, the respondents were provided two possible alternatives 
concerning strategies to lessen human impact on the eagle concentration. For either 
alternative, the respondent was told that the physically disabled or those people 
requiring special assistance would be provided special compensation. The first 
alternative, asked respondents to state their feelings about parking their car elsewhere 
and then walk to Riverside Viewing Area. If the respondent was willing to park and 
walk, then a walking time in minutes was sought. Except Passive-Players, over 85 
percent o f the respondents showed willingness to park elsewhere and walk into the 
viewing site. For the Passive-Players. over three quarters stated a willingness for this 
alternative. Most respondents were willing to walk up to fifteen minutes.
The second alternative involved the visitors parking elsewhere and then ride 
special transportation to the viewing site. Those willing to accept this option were
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asked to show the amount they would be willing to pay per individual for the 
transportation service. Except passive players, about one third o f the respondents 
agreed with this option. Only 16 percent o f the Passive-Players were willing to use this 
alternative. With so few willing to accept this alternative, it does not seem a viable 
option. However, the first option shows great potential should viewer numbers become 
large.
Other Uses o f This Data
This study provides management with data based upon actual visitor group t}'pes 
and not an average visitor that may or may not exist. Results from the various segments 
provide the bald eagle management with visitors' motivations, perceptions about rule 
and regulation restrictions, group segment and visitor characteristics, resource 
knowledge, segment spending habits and animal attitudes. Finally, this study's results 
provide baseline data to aid in visitor management and resource protection at Riverside 
Viewing Area. By understanding the expectations o f the visitor segments, acceptable 
management actions may be carried out that provide a quality experience and protect the 
eagles.
The study data provides baseline information showing four visitor segments 
viewed bald eagles at Riverside Viewing Area during the Fall o f 1992. Use of this 
baseline information provides management with knowledge about the effectiveness of 
their current rules and regulations. All segments clearly show the need for and expect
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rule and regulation restrictions during bald eagle viewing. This study’s information 
provides management with the knowledge of each segment's current eagle viewing 
motivations and expectations. In the future, this information can show what the visitor 
in 1992 expected as opposed to what visitors from future studies might expect.
Future visitor segmentation studies at Riverside Viewing Area can detect 
differences between their current visitors and those from the 1992 study. If these future 
visitors are different, the visitor groups may only have changed by segment sizes.
Visitor succession is another possibility future research might find. Future study 
visitors may be very different in their motivations for eagle viewing and replace the 
visitor segments found in 1992.
Use of this study provides management with a reference point concerning the 
effectiveness of the current rules and regulations, interpretative information and the 
eagle viewer's expectations. Now, management understands how each visitor segment 
evaluates the effectiveness o f the current rules and regulations. The respondent's eagle 
knowledge scores suggest the viewing segments are not attentive to the current 
information sources. New methods o f distributing this information are needed to 
improve in this area. Future studies can provide management with results o f the 
effectiveness o f these new methods.
Finally, management has information about each segment's attitude toward wild 
animals. Study in this area is new. Animal attitude study development is less than 
twenty years old. Information from each segment's animal attitudes can help
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management in the development o f interpretative information for viewing eagles or for 
viewing of other animals. By knowing the benefits sought and the animal attitudes each 
segment carries, interpretative information can be developed that appeals to members o f 
those segments.
Future Research Questions
In this study, management's rule and regulation restrictions were not clearly 
understood by all o f the visitor segments. Also, the segmented viewers either poorly 
learned or poorly retained the interpretative information made available to them. A 
better understanding of the information vehicles viewers use for these information t> pes 
needs exploration. A future study could ask visitors those information sources they 
currently use and those information sources they prefer to use. Or, future studies could 
experiment with various information sources and determine better ways to portray 
information. From the information received, management could develop information 
vehicles that appeal to each visitor segment.
More study o f people's attitudes toward animals can help all managers in 
management of special animal resource sites. Due to statistical limitations, one 
exploratory animal attitude study cannot project its results from the study population to 
the general population. However, if more studies incorporated the stud}' oi animal 
attitudes, a general understanding of the animal attitudes held by people in an area or a 
region can be found. This animal attitude information could pro\ ide managers with an
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understanding o f how to provide animal information for that area or region. If the 
studies were from segmented visitor populations, management would have an even 
better basis for providing animal information.
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VISITCR P.EC-ISTPATIO^; r.:?n
Grouo Size:
Group Type:   Alone ______ Family _____  Friends
______ Family & Friends   Club
Please print the complete name. mailing address and age of each 
person in your party who is 18 years old or older.
PLEASE PRINT
NAME_____________STREET ADDRESS_______CITY STATE______ZIP .iGE
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Dear Bald Eagle Visitor;
As you may recall, you were contacted during your visit to view the bald eagles at 
either the Visitor Center or the Riverside Viewing Area about participating in a study of 
visitors.
The study involves identifying how visitors feel about the current management of this 
area and their preferences for various management actions. Also, the knowledge, attitudes 
and preferences, and the economic impact o f visitors is being studied. You are one of a 
small number of visitors who have been randomly selected for participation in this study, so 
your responses are important for the study’s success. We certainly appreciate your 
cooperauon.
Enclosed is a questionnaire which will take 15-20 minutes to complete. Your 
responses will not only help us in our work, but will be very helpful in making overall 
decisions concerning management of the Riverside Viewing Area and in protecting the bald 
eagle.
Please be assured that your responses will be tabulated in such a manner that no one 
individual can be identified. After you have completed the questionnaire, enclose it in the 
self-addressed, stamped envelope and drop it in any convenient mailbox.
If you have any questions concerning this study, please contact us.
Sincerely,
Walter L. Bradford 
Graduate Student
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Dear Bald Eagle Visitor;
Several days ago, I mailed you a questionnaire concerning 
your visit to the Riverside Viewing Area. Because only a few bald 
eagle visitors were selected to participate in the study, the study's 
success depends on your response.
I appreciate your cooperation in the study and look forward to 
receiving your completed questionnaire. If you have already respond­
ed, thank you.
Sincerely,
Walter L. Bradford 
Graduate Student
rS* UnHwCfrof
Montana.
■iw lor 
jp U rtS m  and
m T ec m ad o n
Scimc* Compia 443. Th* Univtrtity ofMontma. 
S4is90uta, 39833
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Recreation esearch
Dear Bald Eagle Visitor:
Several weeks ago I sought your cooperation in a study of visitors at either the 
Canyon Ferry Visitor Center or the Riverside Viewing Area. As of this day, I have not 
received your completed questionnaire.
The study involves identifying how visitors feel about the current management of 
these areas and their preferences for various management actions. Also, the knowledge, 
attitudes and preferences, and the economic impact of the visitors are being studied. Because 
only a few bald eagle visitors were selected to participate in the study, the study’s success 
depends on your response.
Enclosed is another copy of the questionnaire in the event you have misplaced the 
original. Please complete the questionnaire in the next several days. Place it in the stamped, 
self-addressed envelope and drop it in any convenient mailbox. If you have already 
responded, thank you.
If you have any questions concerning this study, please contact me.
Sincerely,
W alter L. B radford
Graduate Student
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Riverside Bald Eagle Viewer Study
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During your visil to view the bald eagles a: the Riverside Viewing Area, you were 
contaaed by a graduate student. Please try to  recall the day you were 
coruaaed by him and complete this questionnaire with that day in mind.
1. Was this your first visit to the Riverside Viewing Area? (Circle one 
number)
1. YES
2. NO (if NO, please indicate how many visits you have made to 
the Riverside Viewing Area? )
VISITS?
2. About how long was your visit to the Riverside Viewing Area? 
(Circle one number)
1. LESS THAN ONE HOUR
2. ONE TO TWO HOURS
3. TWO TO FOUR HOURS
4. MORE THAN FOUn HOURS
3. During your visit, what type o f group were you with?
(Circle one number)
1. ALONE 2. FAMILY
3. FRIENDS 4. FAMILY & FRIENDS 
5. CLUB OR ORGANIZED GROUP
4. About how many people were in your group including yourself?
NUMBER?_____________
5. During your eagle viewing trip, what areas did you visit?
(Circle all that apply)
1. RIVERSIDE VIEWING AREA
2. YORK BRIDGE
3. HAUSER DAM
4. CANYON FERRY VISITOR CENTER
6. Was the primary purpose of your visit to view bald eagles? 
(Circle one number)
1. YES
2. NO
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6. CONTINUED
b) How did you leam about the bald eagle 
concentration? {Circle all that apply}
1. FROM PREVIOUS VISITS TO THE 
RIVERSIDE VIEWING AREA
2. FROM TELEVISION AND/ OR RADIO
3. FROM NEWSPAPER AND/ OR 
MAGAZINE ARTICLES
4. FROM FRIENDS OR RELATIVES
5. OTHER (specify)______________________
7. About how many people did you see at the Riverside 
Viewing Area?
APPROXIMATE NUMBER OF VISITORS?
8. How did you feel about the number of people you saw?
{Circle one number)
1. SAW FAR TO FEW 5. SAW FAR TOO MANY
2. SAW TOO FEW 6. DID NOT MATTER TO
3. ABOUT RIGHT ME EITHER WAY
4. SAW TOO MANY 7 . DO NOT REMEMBER
9. How did you feel about the number of vehicles you saw at the
Riverside Viewing Area? {Circle one number)
1. SAW FAR TOO FEW 5. SAW FAR TOO MANY
2. SAW TOO FEW 6. DID NOT MATTER TO
3. ABOUT RIGHT ME EITHER WAY
4. SAW TOO MANY 7 . DO NOT REMEMBER
10. Did you hear any human-caused sound (chainsaws,
automobiles, dogs, human yelling) in the eagle 
viewing area on this visit? {Circle one number)
1. NO
2. YES (If YES, please answer the following)
a) Briefly describe the sound you heard.
b) How did you feel about this sound? (Circle one number)
1. I WAS NOT DISTURBED BY THE SOUND
2. I WAS DISTURBED BY THE SOUND
3. DID NOT MATTER TO ME EITHER WAY
4. DO NOT REMEMBER
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
11. As other vehicles entered the Riverside Viewing Area, how did you 
feel about their speed? (Circle one number)
1. THE SPEED WAS EXCESSIVE
2. THE SPEED WAS ABOUT RIGHT
3. THE SPEED COULD HAVE BEEN FASTER
4. I DID NOT NOTICE THE SPEED OF OTHER
VEHICLES
12. On your visit to view the bald eagles, did you bring any viewing 
equipmojt? (Circle one number)
1. NO 2. YES (If YES, Circle all thai apply)
1. Binoculars
2. Spotting Scope
3. Camera and Telephoto Lens
4. Other (specify) ________________
13. Do you reside in either Broadwater or Lewis and Clark Counties? 
(Circle one number)
1. YES
2. NO (If NO, please answer the following questions regarding 
your bald eagle viewing trip.)
a.) Was the primary purpose o f your visit to the Hclaia area to 
view bald eagles?
1. YES
2. NO (If NO, what was the primary reason for 
visiting the Helena Area?)
b.) How many nights did you spend in either county on your 
bald eagle viewing trip?
____________Nights
14. About how much did spend in Broadwater or Lewis and Clark 
Counties for the following?
Lodging________$______
Gas/Oil________ $______
Food/Beverage $______
Other__________ $______
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15. Each person has many individual reasons for visiting a wildlife
viewing area. Below is a list of reasons given by recreationists for 
their visits. Try to recall how important EACH of the following 
reasons was to you during your visit to the Riverside Viewing Area. 
Please check one of the following for each statement,
117
I visited the Riverside 
Viewing Area;
to observe the scenic beauty.
for a chance to be on my own.
to be in a natural setting.
to experience the tranquility here.
so I could do things with my 
compamons.
to enjoy the smells and sounds of 
nature.
so I could be creative such as 
sketch, take photos and etc.
to be at a place where I can make 
my own decisions.
to understand the natural world 
better.
so my mind could move at a 
slower pace.
to be with and observe other 
people usmg the area.
to leam more about nature.
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15. CONTINUED 
I visited the Riverside 
Viewing Area:
to escape the daily 
responsibilities o f life for awhile.
for the solitude.
for a chance to have control over 
things.
to be with others who enjoy the 
same things as I do.
to help reduce or release built-up 
tensions.
I
( )
( )
( )
( )
( )
I
( )
( )
( )
( )
( )
I
In order to more adequately manage the Riverside Viewing Area, we are 
interested in learning about your experience viewing bald eagles.
16. During the bald eagle concentration, the Department of Fish,
Wildlife, and Parks inplements several restrictions, such as closing 
some areas to visitors or recreationists. Were you aware of those 
restrictions? (Circk one number)
1. NO
2. YES (If YES, please answer the following)
a) Do you think there is adequate information 
available concerning WHERE these closures 
exist? (Circle one number)
1. YES 2. NO 3. UNSURE
b) Do you think there is adequate information
available concerning WHY these closures exist? 
(Circle one number)
1. YES 2. NO 3. UNSURE
c) In your opinion, are these closures necessary? 
(Circle one number)
1. YES 2. NO 3. UNSURE
Please explain why you feel this way.
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16. CONTINUED
d) How did these restrictions or closures affect 
your experience? (Circle one number)
1. RESTRICTIONS GREATLY ADDED TO 
MY EXPERIENCE
2. RESTRICTIONS SOMEWHAT ADDED 
TO MY EXPERIENCE
3. RESTRICTIONS DID NOT ADD TO
NOR DETRACT FROM MY
EXPERIENCE
4. RESTRICTIONS SOMEWHAT
DETRACTED FROM MY EXPERIENCE
5. RESTRICTIONS GREATLY
DETRACTED FROM MY EXPERIENCE
17. Did you meet any of the Fish, Wildlife, and Parks personnel or
volunteer naturalists? {Circle one number)
1. NO
2. YES (If YES, please answer the following)
a) Were these personnel helpful in 
answering any questions you may have 
had? {Circle one number)
1. YES
2. NO
3. I DID NOT ASK QUESTIONS
b) Did these personnel add to or detract from your
experience? {Circle one number)
1. ADDED TO MY EXPERIENCE
2. DETRACTED FROM MY 
EXPERIENCE
3. NEITHER DETRACTED NOR 
a d d e d  t o  MY EXPERIENCE
18. a) About how many bald eagles did you see?
NUMBER _________
b) How many eagles did you expect to see?
NUMBER____________
c) Please describe your feeling of any difference:
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19. How far in advance of your visit did you make your decision to visit 
the Riverside Viewing Area? {Circle one number)
1. THE SAME DAY AS YOUR VISIT
2. THE DAY BEFORE YOUR VISIT
3. TWO TO THREE DAYS BEFORE YOUR VISIT
4. FOUR TO SEVEN DAYS BEFORE YOUR VISIT
5. TWO WEEKS BEFORE VISIT
6. OTHER (SPECIFY)_____________________
20. Are there any additional services or interpretive programs you would 
like to see added? (Circle one number)
1. NO
2. YES (If YES, please list)_______________________________
21. As interest increases in viewing bald eagles at the Riverside Viewing 
Area adjustments in viewing habits MAY need to be made in order 
to avoid impacting the bald eagles. Your ability to view the bald 
eagles in the existing manner MAY need to be changed. 
PHYSICALLY DISABLED PERSONS WOULD BE PROVIDED 
FOR under this adjustment.
a) Would you be willing to park elsewhere
and walk to the viewing area? (Circle one number)
1. NO
2. YES (If YES, how long would you be willing to walk in 
terms of time?
WALKING TIME IN MINUTES?_______
b) Would you be willing to park elsewhere and pay a fee to be 
transported to the Riverside Viewing Area? (Circle one 
number)
1. NO
2. YES (If YES. how much would you be willing to
pay per person? THE CURRENT FEE IS S3.00 
PER VEHICLE OR A CURRENT STATE P.ARKS 
DAY USE STICKER).
INDIVIDUAL FEE S________________
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
121
2 1 . C O N T IN U E D
c) Listed below are several statements about closures at 
Riverside Viewing Area during the bald eagle concentration. 
CIRCLE THE NUMBER beside the ONE statement which 
most nearly matches your own personal feeling.
1. IT IS ABSOLUTELY NECESSARY THAT ALL 
AREAS USED BY BALD EAGLES BE CLOSED 
TO VISITORS.
2. GENERALLY. IT WOULD BE PREFERABLE 
TO CLOSE AREAS WHERE THE PRESENCE 
OF VISITORS WOULD NEGATIVELY IMPACT 
BALD EAGLES.
3. IT IS HARD TO DECIDE WHETHER AREAS 
SHOULD BE CLOSED OR NOT.
4. GENERALLY. IT WOULD BE PREFERABLE IF 
VISITORS WERE ALLOWED TO VIEW BALD 
EAGLES WHEREVER THEY WISH.
5. IT IS ABSOLUTELY NECESSARY THAT 
VISITORS BE ALLOWED TO VIEW BALD 
EAGLES WHEREVER THEY WISH.
d) The intent on placing restrictions on human behavior is to 
provide quality wildlife viewing without causing negative 
impacts to the bald eagles. Please make any comments you 
have about restrictions to human behavior while viewing 
bald eagles.
REMARKS;
22. We are interested in your knowledge about bald eagles and salmon.
true basically false or if you are unsure answer by
checking the appropnate box.
True False Unsure
Bald eagles are an endangered species. ( ) ( ) { )
Bald eagles concentrate at the Riverside ( ) ( ) ( )
Viewing Area throughout the year.
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22. CONTINUED True
Bald eagles concentrate at the Riverside ( )
Viewing Area because of the abundance of Kokanee.
Bald eagles generally arrive at the ( )
Riverside Viewing Area from the north.
Golden eagles are as numerous as bald ( )
eagles during this eagle concentration.
The salmon in the Hauser Lake were ( )
introduced by people.
The bald eagle population in Montana is { )
generally declining.
Bald eagles generally lay one to three ( )
eggs in March or April.
Bald eagles attain maturity and their ( )
their distinctive white heads and tails at 
age three years.
Today, there is plenty of protected ( )
habitat for nesting and wmtenng bald eagles.
The wingspan of an adult bald eagle is ( )
six to seven and one half feet.
An eagle may see three times better than ( )
a human.
The adult female bald eagle is up to thirty ( )
percent larger than the adult male.
The main cause for decline bald eagle ( )
population was pesticides and DDT.
An eagle can spot a small am mal up to ( )
one mile away.
The salmon at Hauser Lake are not ( )
native.
False Unsure
( )
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23. We are interested in your attitude toward the baJd eagles, wild 
animals, and animals in general. Please indicate your answer by 
Checking One of the Following for Each Question.
Creatures like spiders and moles are 
generally of little value to nature.
I see little wrong with harvesting deer 
for their meat so long as the animal is 
not endangered.
When walking in the woods, I like 
findiog strange and unusual insects.
I see little wrong with filling wetlands if 
the land can be used for more jobs and income.
I consider myself a person who likes 
animals but I would not say I love them.
I regard any kind of recreational hunting 
as cruel to animals.
I do not approve of protecting wild 
animals if it hurts the economic livelihood 
of people who make a living from the land.
I am more interested in seeing exciting 
animals like bald eagles or mountain goats 
than seemg boring ones like gophers and moles.
\ ly  love for outdoor wildlife is 
among my strongest feelings.
I see nothing wrong with using 
leg-hold traps to capture wild animals.
I have little desire to see unusual 
snakes or lizards in a place like 
the Flonda Everglades.
I I I  II
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Ii li ll II !l
I have little interest in learning ( ) ( ) ( ) ( ) ( )
about the evolutionary development of animals.
Animals like the bald eagle and grizzly ( ) ( ) ( ) ( ) ( )
are part of our vanishing wilderness; they should
be protected even if those who make a living 
from the land would be hurt economically.
I have little desire to hike many miles into ( )  ( )  ( )  ( )  ( )
wilderness away from people, just to see a 
mountain lion.
It is fascinating to know the taxonomic ( ) ( ) ( ) ( ) ( )
differences between the cougar and the bobcat.
We must use pesticides, even those ( ) ( ) ( ) ( ) ( )
harmful to wildlife, to maintain the country’s 
food production.
If given the choice between viewing a ( )  ( )  ( )  ( )  ( )
wildlife attraction like an eagle or a rodent,
I would prefer to view an eagle.
I have little interest in learning about the ( ) ( ) ( ) ( ) ( )
ecology of communities like praine dog 
towns or squirrels.
The bald eagle symbolizes American ( )  ( )  ( )  ( )  ( )
firee-spirit and independence.
I have affection for different am mais, but ( )  ( )  ( )  ( )  ( )
I am not especially interested m learning 
about their ecological characteristics.
Viewing wild animals is one of the ( )  ( )  ( )  ( )  ( )
greatest emotional satisfactions of my life.
1 generally get bored with scientific ( ) ( ) ( ) ( ) ( )
discussions about animals.
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24. Montana has other wildlife viewing opportunities. We are
interested in finding out if people would travel to other parts of this 
state to view other wildlife.
Would you travel elsewhere m Montana to view wildlife and how 
far would you be willing to travel?
MELESYES NO
MOOSE ( ) ( )
MOUNTAIN GOATS ( ) ( )
BIGHORN SHEEP ( ) ( )
GOLDEN EAGLES ( ) ( )
25. Finally, we have a few questions about you personally which provide 
information useful in management. Please remember you will not be 
idaitified with your answers, so please be frank.
A. What is your presait age?_________
B. What best describes the area in which you live? {Circle one 
number)
1. LARGE CITY OVER ONE MHJLION 
PEOPLE
2. MEDIUM CITY 250,000 TO ONE 
MELUON PEOPLE
3. SMALL CITY 50,000 TO 250,00 
PEOPLE
4. LARGE TOWN 5,000 TO 50,000 
PEOPLE
5. SMALL TOWN 1000 TO 5000 PEOPLE
6. RURAL
7. FARM OR RANCH
C. What is the highest education level you have completed so 
far? {Circle one number)
1. GRADE SCHOOL
2. HIGH SCHOOL
3 VOCATIONAL SCHOOL
4. SOME COLLEGE
5. COLLEGE GRADUATE
6. POST GRADUATE STUDY
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25. CONTINUED
D. WHAT IS YOUR OCCUPATION? (Please indicate what 
kind work you do, not for whom you work. If you are a 
homemaker, student or retired, please so indicate. If you 
are retired please also state your occupation before 
retirement.)
OCCUPATION?
E. Are you the primary wage earner m your household?
1. YES
2. NO —  What does the primary wage earner do for 
a living?
F. What was the total 1991 annual household income of all 
members of your immediate fanuly living m your 
household. {Circle one number)
1. UNDER $10,000
2. $10,001 - $20.000
3. $20,001 - $30,000
4. $30,001 - $40,000
5. $40,001 - $50,000
6. $50,001 - $75,000
7. OVER $75,000
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Please feel free to make any additional comments or suggestions concerning 
your visit to or the management of the Riverside Viewing Area.
THANK YOU VERY MUCH FOR YOUR HELP.
PLEASE PLACE YOUR COMPLETED QUESTIONNAIRE 
IN THE STAMPED. SELF-ADDRESSED ENVELOPE AND 
DROP rr IN ANY CONVENIENT MAILBOX.
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APPENDIX F 
Bald Eagle Visitor Sample Plan
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SAMPLING SYSTEM
The sampling objective was to attain a representative sample of adult visitors 
present during the bald eagle concentration. Bald eagle viewing visitation coincides with 
the eagle concentrations. Yearly, the primary bald eagle concentration season takes place 
between November 1 and December 15. Because of logistical and financial constraints, 
sampling was planned for five, three-day periods. Each sampling day consisted o f two 
three-hour periods.
During presample planning, it was decided that one weekday and four weekend 
sampling periods were needed to gain enough names for an initial sample of 450 people. 
Each day o f  the week is represented. Four three-day weekend sample periods were 
randomly chosen before randomly choosing the one weekday period. Saturday, October 
31, 1992 was included in the first weekend of sampling. Seven weekend sample periods 
were possible during the 1992 migration concentration season. Each weekend sampling 
period was listed on a separate sheet of paper and then placed in a bowl. Four of the 
possible weekend sampling periods were drawn from the bowl (see appendix A for the 
results).
The sampling periods for weekends were either Friday through Sunday or 
Saturday through Monday. A coin flip decided when the weekend sampling would begin. 
The choices were Friday (Heads) or Saturday (Tails). Tails appeared on the coin fiip. If 
one weekend sampling period began on a Saturday, the next weekend sampling period
would begin on a Friday.
One three-day weekday period (Tuesday through Thursday) for sampling visitors
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was also chosen. The three-day weekday period could not occur before a beginning 
Friday weekend sampling period or after a Monday ending weekend sampling period. 
After deciding the weekend sample periods, only two weekday sampling periods 
remained available; November 17, 18, and 19 and November 24, 25, and 26. With a 
random bowl drawing the November 17, 18, and 19 weekday sample period was chosen.
Daily sampling times were from 9:00 A.M. until Noon and 1:00 P.M. until 4:00 
P.M. The choices for the three-hour morning sampling period were either the Canyon 
Ferry Visitor Center or the Riverside Viewing Area. Daily sampling for each site was 
accomplished with a morning coin flip. When sampling at the Canyon Ferry Visitor 
Center was completed in the morning three-hour period; then, afternoon sampling was 
completed at the Riverside Viewing Area. At the beginning of the study, few people 
patronized the visitor center, so more time was spent at the Riverside Viewing Area for 
sampling. During the second weekend sample period, the three-hour alternation at the 
sites was initiated and continued through the end of the visitor sampling as previously 
planned.
Through excellent cooperation, an adequate number of visitors was contacted in 
the first four sampling periods. Therefore, the last weekend for visitor sampling was 
unnecessary. The visitor sampling for this study occurred during the randomly chosen 
first three weekend sample periods and the one weekday sample period. The final visitor 
sampling concluded after the eagle migration concentration had peaked.
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Table 32. Bald ea g le  visitor sam pling schedu le for Fall Ball eag le  concentration 1992.
Period Days Dates 1992
One Saturday, Sunday and Monday Oct. 31 to Nov, 2
Two Friday, Saturday and Sunday Nov. 13 to Nov. 15
Three Tuesday, Wednesday and Thursday Nov, 17 to Nov 19
Four Saturday, Sunday and Monday Nov, 28 to Nov, 30
Five* Friday, Saturday and Sunday Dec, 11 to Dec, 13
This sampling period not completed due to sufficient amount of willing participants.
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